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Borrowed from the rich 
lore of ancient Art and 
Poetry — our faith- 
ful reproductions of 
Grecian statuary in 
idyllic settings of 


misty foliage Greens. 




































































A photographic bro- 
chure of this ''Clas- 


sic Greens’ collec- 























tion for Early Spring 
display available 
on request. Free, 


of course! 
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2516 W. Armitage Avenue @ Chicago 47, Illinois e HUmboldt 9-2516 























































































































because...it stimulates the emotions hich develop the urge to buy 


Showmanship in Selling 


ADRIAN DELSMAN, DISPLAY DIRECTOR OF FAMOUS-BARR, ST. LOUIS, MO., WRITES: 


‘Here are photos of our three fine Maidenform win- different effects, yet all the displays give the merchan- 

dows .. . It was interesting to me to see how such fine dise an aura of quality and appeal. Both you and the 

properties could be used in different ways, to create ‘‘Maidenform Bra’’ people should be proud of having 
done such an excellent job.” 





—— 


Jrnother comurea Success Story 


(COMMERCIAL MURALS 


this time for OU TUENJOTIN 
As seen in Amenicas Fine Stores 


nocknicest taSi0N from Goast to Coast 
tee Original design by the famous artist, Eugene Berman, 
reproduced size 48 in. by 96 in. . . . 11 oil colors in famous Me SMONEW YOR. 
Comura reproduction by Stensgaard. Completely coordi- 
nated with Maidenform national advertising. 


Presented complete in brochure so that display, advertis- 
ing and selling could easily coordinate merchandising arts 
and selling efforts. Two complete plans for both large and 
smaller retailers ... were successful for both our client 
Maidenform and their good retail accounts. 


There need be NO WASTE in effort or materials if we 


AS SHOWN AT GEO. INNES CO., can assist with our knowledge and experience. 


a “Sts the last tree feet that count most” AS SMIDeEPORT, CONN. 








AS SHOWN AT 
STRAWBRIDGE & CLOTHIER 
PHILADELPHIA, PA. 


2 — AS SHOWN AT BROADWAY DEPT. STORE, LOS ANGELES, CALIF. 


Your Copy 


— 24%, W. L. STENSGAARD AND ASSOCIATES, INC. 


YEAR 


Write today on your letterhead , * 346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
A 


ae pr ee Merchandising Arts . . . Sales and Distribution plans — 


DECEMBER, 1954 





DISPLAY 


VOLUME 65 DECEMBER, 1954 


CONTENTS 


"Fabulous" Is The Word For The New Sachs Center 


NUMBER 6 


Vienna Retailers Cooperate In Joint Display Effort 

By F. H. Baer 
This Is Manhattan Display By Virginia Roehl 
Display At The World's Most Unusual Drug Store By Carl Jackson 
Chicago Display Scene By Jean Mowat 


Making Good Use Of Ceilings And Vertical Space 


By Irene Miller 
Promotions Coming Up By Louis Gehring 


Color, Light Used Effectively In Los Angeles Displays 
By Howard Kuhn 


Easily Built, Low-Cost Displays For The Smaller Store 
By Jim Kiley 


Display Here And There 

A Fresh Approach To Fabric Display 
Display . . . On And Off The Record 
From Germany 

Display At Henry's Corner By Bob Clegg . 
Trade Personalities By Jim Tupper . 
Animated Exhibits 
Medal To Musolf . 


Influence Of Display As A Culture Factor 


By Max Tupper 


By Charles Lederman 
Financial Display By Samuel C. Forsythe 
The Display Parade By Jim Tupper . 
Your Column 
Reminiscing 

i 


PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 2050-2051, CINCINNATI 1, OHIO 


OUR NEXT ISSUE 


The January issue, in the mail Decem- 
ber 20, will contain a special section of 
from 20 to 30 pages showing photo- 
graphs of “best-liked'’ displays selected 
by approximately 75 leading display 
people, with their reasons why they 
chose these particular displays as their 
favorites of 1954... This is in addition 
to the regular features, which will ap- 
pear as usual. 


THE COVER 


This display, with its striking mixture 
of coldness and warmth in its color and 
lighting, was used by Tony Markus, dis- 
play director of The White House, San 
Francisco. 


EXECUTIVE STAFF 


H. C. Menefee, President 

Nathan Silverblatt, Manager 

R. C. Kash, Editor 

Robert Silverbla+t, Advertising Manager 
John Gilker, Circulation Manager 

Jim Tupper, Art Director 

John Mendell, Production Manager 


Eastern Office 


20 West Tenth Street, New York City. 
Phone GRoamercy 7-7277. 


% 
SUBSCRIPTION RATES 


Published monthly at $4.00 a year for the 
United States and Canada. To foreign 
countries, $5.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 50 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date: other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


National 
Association of 
Display Industries 
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Bureau of Business 

Circulation Publications, Inc. 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 
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Room settings 
built with 


MASONITE 
PRESDWOOD 


Do the home furnishings in your store have 
that ‘at home” look? 


Attractive settings are inexpensive and easy to build when 
you use Masonite Presdwood® for walls and partitions. 
These grainless panels are solid and substantial . . . will take and 
hold paint and wallpaper beautifully. 


See your Masonite Building Materials dealer for the several 
varieties of these useful all wood hardboard panels. 


NATURALLY STRONGER WITH LIGNIN 


MASONITE’ 


Wome) K EOP PORATION 


Dept. DW-12, Box 777, Chicago 90, Ill. 


“Masonite” signifies that Masonite Corporation is the source of the product 


DISPLAY WORLD 





Le -O-Scuibe ..e the most flexible sign machine 
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Change from cardboard to paper by the turn tising paste-ups . . . Use one or several colors 
of a dial... Print one of a kind, two sided or of ink at once . . . Adopt any layout and 
repeat extras . . . Use new display scripts control copy . .. Models for all size stores... 
and/or any type combination . . . Reproduce 

zinc plates, half-tones or any cuts for headings Write for complete catalog 

and toppers . . . Prepare originals for offset with prices and free samples 

duplication . . . Proof lines of type for adver- of work. 


Room No. 503, N.A.D.I. Convention, New Yorker Hotel, N.Y.C., December 11-15 
THE MORGAN CO., 3984 AVONDALE AVE., CHICAGO 41, ILL. 


DECEMBER, 1954 
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Wm HH. Block 
Ploomingdaie's 
Bon Marche 
Bonwit Teller 
Bramson’'s 
Broadway-Hale 
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CRAFTMASTERS SPRING, EASTER, MILLINERY 


AND SEASONAL PROMOTIONS. 


Minneapolis(A A Harris & Co 
ty SV Marzts 4 
Denver(A The Hecht C 
Syracuse Wm. Hengerer Co 
Minneapolis Henry's 
Canada The Higbee Co 
Charlotte 0D H. Holmes Co. Ltd 
Havanaia Jos. Horne Co 
San FranciscoiaA Wa iska: 
ChicagoiA Hutzier Bro 
St. Louis(A Geo. Inne Co 
BostoniS } B vey 
Houstor Je ffiic 
Seattie(S Jordan Marsh 
San Antor Joske's 


S. Kann Sons 
Kaufmann Dept. Stores 


Memonhis The Ernest Kern Co 
» , (A La Mode 
Los AngelesiA *Lane Bryant 


F & R Lazarus 


Kansas City, Mo lA 


Baitimare 


Wichita 
Charlotte 


San Antonio 
Washington, D.C./A 
Pittsburgh, Pa 
Detroit 

Dallas 

(A 

Columbus 








Open house from December Ist will include 
an actual comparison demonstration of the 
old and the new; from foundations to suits. 


Display artists will recognize and enjoy the 
informative, hidden points of interest. 


H ebes San Francisco 
Lipman Wolfe Portiand, OregoniA 

veman Josepn & Loed BirminghamiA 
Loveman’'s Chattanooga 
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Magnin San Francisco(aA 


Joseph Magnin San Francisco 
Maison Blanche New Orieans(A 


Marshall Field Chicago 
The May Co A 
Gus Mayer New Orileans(A 
Meier & Frank Portiand, Oregon 
Miller Bros, | Chattanooga 
Miller's : Knoxville 
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Scruggs, Vandervoort 
H. P. Selman 

Sibley, Lindsay & Curr 
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Stewart & Co 

Stewart Ory Goods Co 
Stix, Baer & Fuller 
Strawbridge & Clothier 
Titche-Goettinger 

The Union 
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R H. White 
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WILL BE PRESENTED AT THE 


DECEMBER N.A.D.I. MARKET WEEK 


HOTEL NEW YORKER—ROOMS 727-728 
NEW YORK CITY 


DECEMBER 11-15, 1954 


eNEW FESTIVAL PAPERS 

eNEW BACKGROUND PAPERS 

eRICHLY TEXTURED LAWN CLOTHS AND PAPERS 
eNEW GOLD LAHM CLOTH 


eAND MANY OTHER NEW PRODUCTS CREATED 
EXCLUSIVELY FOR DISPLAY USE 





All Our Products will be shown and car- 
ried by Our Distributors: 


JAMES A. COLE CO. 
MAHARAM FABRICS CORP. 
PARK LANE FABRICS CO. 
GARRISON-WAGNER CO. 


DISPLAY WORLD 
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_ SPRING /N — 


+ THE SPARKLING NEW 
D\SPLAY MED\UM 
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Market: Week 
Loud éGauben's Main Foor 
Chustrias Di é 
Suburban Sores. 


alse 
THE FINEST /N PAPER MACHE. 
— <1. 


* so a — . >. 


ZARIA ine. HO4 SIXTH AVE.NXC. * 


DECEMBER, 1954 


Gut 
Hotel New Yorker 
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YES. WE HAVE VISION Too! 


SEE WHAT’S NEW FOR YOU... 
in Rooms 729-31-32-33-34 


HOTEL NEW YORKER 


NEW YORK, DECEMBER 11-15 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVE. ST. LOUIS 3, MO. 
National Distributors — ZEM display exclusives 


DISPLAY WORLD 





, 


VE 


o 
o 


yah |S 


* a « 
» he o i ~",} ¢ ; 
Cg: MEsie Werf LARa oN 


» 
wn ae ve p 
7 J . 
Bion Lan “e; 
Ro er 


Ono vA eee 
CW ea ay : 


~ 


a 


‘ 
f 


— 
St. 


- 


a” 
ead Fes? 


‘>< 


~~; ee 


abun * me 
a meth A" 


1954 


Mm 


MERCHANDISE 
PRESENTATION 


VE 


CEOS Sete RA ee NRE ES 
as 2 Ltn ANE 
ee A RESP AR ee aged — 


PROGRESS! 


| 


r 


PRoGRESS! 
DECEMBER, 


| 





The members of the National Association of Display Industries 


The Adler-Jones Company 
Chicago 5, Illinois 


Kurt S. Adler 
New York |, N. Y. 


Allied Display Materials, Inc. 
New York 16, N. Y. 


The American Import Company 
San Francisco 3, Cal. 


Amplex Corporation 
Brooklyn |, N. Y. 


Ankerum Mfg. Co. 
Philadelphia 3, Pa. 


Aphrodite Displays 
New York 12, N. Y. 


Arrow Display Associates 


Philadelphia 40, Pa. 


Artificial Plant Company 
Chagrin Falls, Ohio 


Arts & Flowers Displays, Inc. 
New York 19, N. Y. 


Austen Display, Inc. 
New York II, N. Y. 


William L. Baer Co., Inc 
Fort Lee, N. J. 


C. Barrango Company 
San Francisco 5, Cal. 


Belmont Display Products, Inc. 
Philadelphia 47, Pa. 


Bliss Display Corporation 
Long Island City |, N. Y. 


Bois Smith Studios 
New York 18, N. Y. 


Bonafide Display & Decorative Co. 


New York 18, N. Y 


Botanical Decorative Supply Cc. 
Chicago 6, Illinois 


Brunn & Bertheim 
New York 16, N. Y. 


Bulklev, Dunton & Co., Inc. 
Corry, Pa. 


Butler Paper New York Corp. 
New York 21, N. Y. 


Capital Merchandising Co. 
Brooklyn 12, N. Y. 


Castle Showcase Co. 
Ashland, Ky. 


The L. J. Charrot Co. 
New York 18, N. Y. 


City Display, Inc. 
Long Island City |, N. Y. 


Art R. Cohen Co. 
Pittsburgh 22, Pa. 


The Harry C. Cohen Co. 
Pittsburgh 32, Pa. 


James A. Cole Co., Inc. 
New York 3, N. Y. 


Colonial Decorative Display Co., 


Inc. 


New York 18, N. Y. 


Columbia Display Material Co. 
Brooklyn 2, N. Y. 


Constant & Thor, Inc. 
New York 7, N. Y. 


Cook & Meier, Inc. 
Chicago |, Ill. 


Emil Corsillo, Inc. 


Hollywood 28, Calif. 


Creative Displays, Inc. 
Jersey City 7, N. J. 


L. A. Darling Co. 
Bronson, Michigan 


Decorative Creation & Art Flower 
Co., Inc. 
New York |, N. Y. 


Decorative Novelty Co., Inc. 
Brooklyn 20, N. Y. 


Decorative Plant Corp. 
New York II, N. Y. 


Display Associates 
Hoboken, N. J. 


Display World 
Cincinnati, Ohio 


Doerr & Associates 
Portsmouth, Ohio 


Duplex Display & Mfg. Co., Inc 
Philadelphia 7, Pa. 


Eaton Bros. Corp. 
Hamburg, N. Y. 


Favrex Designs 
Hackensack, N. J. 


Fawnfield Decorations 
Georgetown, Conn. 


Ferro-Craft Corp. 
Morganfield, Ky. 


Frankel Associates, Inc. 
New York 36, N. Y. 


Frankel Display Fixture 
Co., Inc. 


New York 18, N. Y. 


_ 
Frostee Sno Co. 
Antioch, Ill. 


Garrison-Wagner Co. 
St. Louis 3, Mo. 


Earl W. Gasthoff Co. 
Danville, Ill. 

Gasthoff Mfg. Co., Inc. 
Tampa 6, Florida 

General Display Corp. 
Cincinnati 2, Ohio 


Goldsmith & Sons Display 
Fixtures Co. 
New York 2, N. Y. 


Grace Letter Co. 
New York 17, N. Y. 


The Greneker Corp. 
New York 22, N. Y. 


Victor Haida Displays, Inc. 
New York f1, N. Y. 


David en _ 
New York |, 


The Henry Hanger & Display 
Fixture Corporation of America 


New York I, N. Y. 


Kalmo Textiles, Inc. 


New York 36, N. Y. 


Kaytee Fabric & Ribbon Co. 
New York I, N. Y. 


Gordon Keith Originals 
Columbus, Ohio 


Korrect-Way Products 
St. Louis 3, Mo. 


. Liebmann Studio 
Bronx 68, N. Y. 


A. Lutz 
New York I1, N. Y. 


Madisonia Manikins, Inc. 


New York |, N. Y. 


Maharam Fabric Corp. 
New York 3, N. Y. 


Majestic Creations, Inc. 
Woodside 77, N. Y. 


Metal Goecds Corp. 
St. Louis 12, Mo. 


Met-Wood Floral Mfrs., Inc 
Trenton 8, N. J. 


Mileo Mannequins 
New York 18, N. Y. 


Mitten's Display Letters Mfg. & 
Sales Co. 
New York 36, N. Y. 


Mold-Craft, Inc. 
Port Washington, Wisc. 


The Morgan Co. 
Chicago 4}, Ill. 


Mutual Display Mfg. Co. 
Cleveland 14, Ohio 


Natural Creations, Inc. 
New York 16, N. Y. 


Nesbit Industries, Inc. 
Chicago 47, Ill. 


New England Decorators’ 
Supply Co. 
Boston I1, Mass. 


Sidney Newhoff Associates 
Los Angeles 15, Calif. 


New Style Studio 
New York 16, N. Y. 


Oltmanns Co. 
Omaheo 2, Nebr. 


Park Lane Fabrics Co., Inc. 
New York 16, N. Y. 


Plastic Fabricators 


New York 7, N. Y. 


Leo Praaer, Inc. 

New York I1, N. Y. 
Printasign 

Chicago 5, Ill. 
R-Tex Co. 

New York 17, N. Y. 


Radiant Glass Fibers Co., Inc 
New York !, N. Y. 


Reflector Hardware Corp. 
Chicago 8, Ill. 


Resident Display, Inc. 
New York 14, N. Y. 


The Reyburn Mfg. Co., Inc 
Royersford, Pa. 


Rip Studio, Inc. 
New York 10, N. Y. 


Royal Display Products 
New York 18, N. Y 


Gustave Rubner, Inc. 


New York 63, N. Y. 


Frank M. Sayford Co. 
Brooklyn 1, N. Y. 


Schack's, Inc. 
Chicago 47, Ill. 


Scheuer Creations, Inc. 


New York 18, N. Y. 


Bernard Schwartz & Co. 
New York 13, N. Y. 


Select Flower & Display Co., Inc 
Brooklyn 11, N. Y. 


Sherman Paper Products Corp. 
New York, N. Y 


Shoe Form Co., Inc 
Auburn, N. Y. 


Showcard Machine Co. 
Chicago 54, Ill. 


Nat Siegel, Inc. 
New York 18, N. Y. 


Silvestri Art Mfg. Co., Inc. 
Chicago 22, Ill. 


Larry Sittenberg Studio 
New York 19, N. Y. 


Walter E. Spaeth Displays 
Corona, N. Y. 


Standard Cellulose & Novelty 
Co., Inc. 
Richmond Hill, Queens 18, N. Y. 


Standard Fixture Co., Inc 
Dallas 2, Texas 


Staples-Smith, Inc. 
Brooklyn 2, N. Y. 


Dave Starkman 
Los Angeles 29, Calif. 


W. L. Stensgaard & Assoc., Inc. 
Chicago 7, Ill. 


Swivelier Co., Inc. 


Brooklyn 32, N. Y. 


Timely Service, Inc. 


Brooklyn 16, N. Y. 


True Displays 
Bronx 60, N. Y. 


Twinkle Displays 
New York |, N. Y. 


Ben Walters, Inc. 
New York 11, N. Y. 


Frederic Weinberg 
Philadelphia 7, Pa. 


D. G. Williams, Inc. 
New York 18, N. Y. 


Zaria 
New York II, 


cordially invite you to ii 


DISPLAY WORLD 








—> SPRING MARKET WEEK 


DECEMBER 11-15, 1954 
HOTEL NEW YORKER 


NEW YORK CITY 


PRESENTING 


SPRING, EASTER, 








KARLY SUMMER and 
ALL BARLY HOLIDAY LINES 





SPONSORED BY 


NATIONAL ASSOCIATION 
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EATON “Velvet, 


Green as Grass and 
Just as Natural 


11 SIZES 
6 COLORS 


Sold only thru recognized Display Jobbers 











EATON BROTHERS CORP. 


HAMBURG, NEW YORK 














Spot Your Displays with 
BEST WONDER SPOTLIGHTS 


Throws a concentrated beam of light on interior displays, 

store window displays, signs and wherever good light is 

needed. Has fine Fresnel Glass Lens, highly polished 

reflector, asbestos cord, universal mounting bracket, gela- 

tin color holder and 3 assorted gelatin colors. Black 

wrinkle finish. Adaptable to BEST manual or automatic 
color wheel. 


srotuiestts. each. $1 0.75 
1000 WATT $14.50 


MODEL, each 


Prices Do Not 
Include Bulb 


ALSO 
BEST automatic Color Wheels 
BEST Pee Wee SPOTLIGHT 
Display Lighting Accessories 


. ke » 
» 


——_ Write For Literature 
The BEST DEVICES inc. 


10921 BRIGGS ROAD CLEVELAND 11, OHIO 





TICKET HOLDERS. 


Molded of CLEAR PLASTIC 


Pyramid Ticket Holder perfect for small 
point of sale pricing. 


Complete the picture of ultra-smartness | 
created with plastic displayers by using | 
ticket holders of clear plastic. These | 
beautifully molded ticket holders are just | 


the thing for soft line display. 


CL 10 Packages of 50 
I. os on hc cca 


QUENSELL DISPLAYS INC. 


CL 10 — ACTUAL SIZE 71-23 Austin St. Forest Hills, N. Y. 











NEW, ENLARGED 


Display World 
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The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


MAKES YOUR COPIES OF 


DISPLAY WORLD MANY 
TIMES MORE VALUABLE 








@ Easily holds 12 copies 
@ Keeps copies clean 


@ Handy for reference 
$300 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI J, OHIO 


each postpaid 
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aolitnietic reproduction of textures 


‘cian with a startling degree of fidelity 


Life-Like Texture-Flex Replicas 
for Realistic Dimensional Displays 


SN a ee eee 
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Now, you can have startlingly realistic display settings and backgrounds 
using Texture-Flex authentic replicas and texture reproductions. Opening 
unlimited new potentials, these new display props bring you life-like three- 
dimensional reality at a fraction of the cost of comparable plaster or papier 
mache displays. 

Using a new moulding process, Texture-Flex gives a faithful duplication 
of any texture — natural or man-made. The depth, character and color of 
the original is reproduced with startling fidelity, thus making it possible to 
create display settings with a reality never before obtainable. 

In addition, Texture-Flex offers other distinct advantages. Texture- 
Flex displays are extremely light in weight and they are unbreakable. Easy 
to handle and use, they can be folded for storing in a small space. Further- 
more, both the displays and the sheets can be used over and over again in 
seasonal and non-seasonal displays. 

Texture-Flex displays are available in Tree Bark, Tree Stump, Piling, 
Boulder, Rocks and Stony Ground Mats and in the following texture sheets: 
Old Brick Wall, Herringbone Brick Walk, Flagstone Walk, Weathered Wood 
Shingles and Weathered Wood Planking. Many of these props and texture 
sheets were used to create the realistic settings illustrated on this page. 

Make plans now to see Texture-Flex displays at the NADI Spring show 
or write today for complete information and prices. 


See Texture-Flex Displays in Room 729 


Hotel New Yorker, New York City 
during the NADI Spring Show and Market Week 
Saturday, December 11th through Wednesday, December 15th. 


Other G-W Displays in Rooms 731-32-33-34 


Garrison-Wagner Company 
2018 Washington Avenue St. Louis 3, Mo. 
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DECORATIVE PLANT CORP. 


136 WEST 24th STREET, NEW YORK II,N. ¥. ; . 
WaAtkins 4-4405 | nti | a 
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RENEWABLE TYPE 


Flame Retardant 


Does not change color, texture or tensile 
strength of most fabrics and paper 


““Only Fire can tell 
the difference’’ 
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‘TURN THE PAGE. 


SE ROR RE AD ARTIS TE RI ME TA I MO ERS OA PE IER 





Only fire can tell the difference 


between treated and untreated 

















display materials! 


No change in color, texture, or feel of fabrics and papers 


Fabrics and paper treated with Du Pont “X-12” give 
you maximum protection against flame and after- 
glow—and almost the entire range of display fabrics, 
papers and specialty products can be treated! 


Du Pont “X-12” Flame Retardant keeps fabric colors 
natural and textures unchanged. Fabrics look and 
feel the same after treatment as they did before. 
Crepe, tissue, kraft and decorative papers, and 
molded paper products retain their color and tensile 


a 7 
E. |. pu Pont pt Nemours & Co. (INC.) y 
Grasselli Chemicals Dept., Rm. N-2539D =< 
Wilmington 98, Delaware —e RS 


Send me full information about Du Pont “*X-12" 


strength. And your light color displays won’t darken 
or discolor after treatment .. . delicate shades remain 
unchanged; whites stay white. 


With “X-12” only fire can tell the difference between 
treated and untreated materials. So order “X-12”’ 
treated paper for your next display ... and have your 
fabrics ‘“X-12” treated. It’s the protection you need— 
with the appearance you want! 


Send the coupon below for all the facts about this 
new flame retardant! 


Flame Retardant and its applications. | am interested RENEWABLE 


in wsing it for __ 
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REG us pat. OFF 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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Only EURE can tell the difference’ 
Flame Retardant 


RRO-Sa7t 


rHenew All-Purpose 
Display Background 


For Trade and Hotel Shows, Product Promotions, 
ONLY 


Window or Interior Displays, Sales Meetings ‘$s 45°° 





™\ — " 
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PHILIP MORRIS CALLED FOR CORRO-3:2 


Says Colonel J. M. Cahn, Philip Morris Director of Military Sales: “...not only 
lasted for the first two weeks but covered all 98 performances... easy to 
assemble...excellent background...we here at Philip Morris wanted to say, 
‘Thank you’ for creating the ‘Corro-Set’.” 


DISPLAY DIVISION, Dept. DI2 


CORRO-S8? GIBRALTAR CORRUGATED PAPER CO., 


3 Entin Road, Clifton, New Jersey 








WEIGHT: 37 pounds [] Enclosed find check for $ 
P ~ CORRO-SET Display Backgrounds for 45, 3 each. 


DISPLAY D IVISTON including packing case (Shipped Railway anpeets unless otherwise speci- 
«© 





fied. F.O.B. Clifton, N. J.) 


ib i SIZE: 7'7’ x 11/10” [) Send me the new illustrated CORRO-SET Brochure. 
ra ° 
«a r i Name_....— , , a : 


: Beautiful pastel blue 
CORRUGATED PAPER COMPANY, INC. ‘ 2 
' Set up in minutes 
3 Entin Road, Clifton, New Jersey without tools Address. 


Company 
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NEWEST MEMBER OF THE FAMILY... 


Here's a brand new star in the Showcard Machine line-up. 


It is a specialized model, designed for use where quantities 
up to several hundred of the same sign are regularly required. 


For such use its mechanical inking unit, combined with the patented 
Showcard Machine method of type setting, make it the new 

speed champion. It is remarkably smooth-acting 

for all its rugged strength. 


And if the new Sign-master doesn't fit your needs, remember there 

is one model in the Showcard Machine family that will. 

Write for complete information. 

1196 MERCHANDISE MART CHICAGO 54, ILLINOIS 
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Take your pick of 
these display boards 


RIGID OR FLEXIBLE . . . PEBBLED OR SMOOTH FINISH... 
1/10 TO 1/2 INCH . . . PRE-PAINTED OR SIZED FOR 
SPRAYING ... CREAM, WHITE OR 6 DUO-TONE COMBINATIONS 








Your work becomes so much easier, your displays so much more effective 
—when you have the right board for every job! And you get a more complete 
selection—with no sacrifice of quality or price—when you specify Plaster- 
gon Wallboard. So don’t limit your designs to one or two boards. Take 
your pick of seven popular job fitted Plastergon wallboards. 


BUCKSKIN READY BEND 

1/10” pebbled wallboard 
especially useful in dis- 
play work. 4’ x 8’ panels 
. .. 20 pieces per bundle. 


DUO-TONE 

2-color wallboard in 6 
different color combina- 
tions. Four ply ... 48” 
wide ... 6 to 12 ft. long. 
Bundles of 12. 


PERFECT-O-CELL 

3/16", 4 ply, pebbled 
wallboard, extra sizing on 
both sides. Cream color. 
48” wide, lengths 6 to 12 
ft. 12 pieces per bundle. 





FOR BACKGROUNDS, 
CUTOUTS, OR 
CONSTRUCTION 
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LOCKAIRE PAINTCOTE 
12” insulating board. Lic- 
orice root fibers for great- 
er strength. Factory 
painted one side. 48” 
-- 6 to 12 ft. 


BUDGETAIRE PAINTCOTE 

5/16” insulating board. 
Licorice root fibers. Fac- 
tory painted one side. 
48” wide... 6 to 12 ft. 
Bundles of 10. wide . 


MAMMOTH 
Approximately %”, 5 A lot of value at low cost. 
ply, pebbled wallboard of Smooth finish both sides. 
great beauty and strength. 4ply ... 48” wide... 6 
48” wide, standard lengths to 12 ft. long... Bundles 
6 to 12 ft. Bundles of 10. of 12. 


ECONOMY 


THE PLASTERGON WALLBOARD CO. 
P. O. Box 4.), Sta. B., Buffalo 7, N. Y. 
Please senda samples and free descriptive 


literature on Plastergon Products as 
checked. 


Name: 


Duo-Tone 
Buckskin 
Ready Bend 
Perfect-O-Cell 
Mammoth 
Economy 


Budgetaire 
Paintcote 


PLASTERGON 
Walliboards 


THE PLASTERGON WALLBOARD COMPANY 
' P. O. Box 40, Station B, Buffalo 7, N. Y. 
Cable Address, “Plastergon” « Phone Riverside 3370 





Company: 
Address: Lochaive 
City Zone State Paintcote 
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When Glenn Harrod, Display Director of Lazarus in Columbus, wanted NEW CHILDREN’S MANNEQUINS with WON- 
DERFUL ACTION AND SELLING PERSONALITIES, he came to Bliss Display. 


HERE'S WHAT WE DESIGNED! 


e little show-offs” 


(BOYS AND GIRLS, SIZES 4 TO 12 YEARS) 





Lazarus 


eetesiisese steer 


Mr. Al Bliss 


HERES WHAT HE SAID ABOUT ~~ 7 Ao an 


, j e Long Is City, New York 
the little show-offs ng Island ys 
Dear Al: 


I think you can see from the photographs 
that the window is a big success. We had a lot of 
fun getting the window together, and everyone, in~ 
Complete line of “the little show-offs” will cluding the public, likes it. The wonderful action 


. . . and facial expressions that you have developed in 
be displayed in our showroom during these figures makes it possible for us to give the 


. . . window human interest that could never have been 
Market Week. ee pene invite you achieved through the use of ordinary mannequins. 
oO visit us. 


Please accept our thanks for the completely 
wonderful job you did for us, 


Write for complete set of photos Sincerely, 


of “the little show-offs” ferme 
Glenn A. Harrod 


Display Directer 


B L I S S D IS Pp L AY C O R P. wet Prete caiy : aig 
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THE ORIGINAL FIBERBOARD 


Like to cut your display costs—and still get more for your money? 
Try Beaver Board. Beaver is the original—and still champion—fiber- 
board for effective, inexpensive displays. Beaver Board is light as a 
feather—cuts clean as a whistle into any shape you want. You can 
tack it—staple it—paint it—print on it. You can use it hundreds of 


different ways—to help sell hundreds of different products. 





Beaver Board is available in a variety of convenient lengths and 
thicknesses—comes finished in green, tan or white. Like a free sample? 


Write now, and see for yourself how Beaver Board can work for you. 





*Beaver Board is a registered trade name of Certain-teed 
Products Corp. It is a brand name and should not be mistaken 


fora type of fiberboard. 











Corlain-teed ~ oe CERTAIN-TEED PRODUCTS CORPORATION 


REG. U.S. PAT. OFF. Ko) ARDMORE, PENNSYLVANIA 
Export Department: 100 East 42nd St., New York 17, N.Y. 





Quality made Certain... Satisfaction Guaranteed 
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éé 
The CQualt ity ob, ine ASH BROWN 
PEACOCK BLUE 


Bulkton 3 CHARCOAL GREY ( oa 
WEDGWOOD g AVOCADO 


adds ONEW covcass tH, hae 


@ Pink 
@ Black 


@ Jasmine 
Burnt Ochre e 


e Deep Green 
© Seatone Bulkton Harvest e 
Seeereae SPEARHEADS THE Orange e 
Red @ 


Dahli 
Speen BIG TREND TO NEW COLORS 
er eg sae ps 


e Sun Lime Bulktou Seheh 
Golden Yellow e 


@ Forsythia Yellow ‘ 
107 In. Wide 
Pongee e 


» Vielone SEAMLESS Russet © 


@ Andes Emerald 
Now Available in White e 
Silver Grey e 


e Chartreuse 
e Deep Blue | 
_\e Gala Turquoise 42 COLORS Pursuit Grey © ROLL SIZE  _—=LIST PRICE 
Dove Grey @ 107 in. x 12 yds $7.50 


e Sunburst Gold 
Thunder Grey * 50 yds. x 107 in.. $29.20 — 


e Orchid 

e Clover Green Atm. Blue e “a = ure mat Colors 
. ize im, X ni 
List Price. . 20c ea. 


Here’ ae New Addition to the Bulkton SEAMLESS Le ® 
Ribbon and Streamer Widths — available in all colors 


WIDTH LENGTH LISTPRICE WIDTH LENGTH _LIST PRICE 
2in. x [00 yds.... $1.40 Gin 2 «BO yds... .$2.00 


4in. x 100 yds... $2.65 Sin. 2 SO-yds.. .. $2.65 
WINDOW AND INTERIOR DISPLAYS 





IDEAL FOR BORDERS ... SIGNS... 


Corry 2-8257 


INC. Corry, Pa. 


BULKTON DISPLAY DIVISION 


BULKLEY DUNTON & CO. 


See the Bulkton EXHIBIT in Room 624, Hotel New Yorker, N.A.D.1. Market Week, Dec. 11-15 
DISPLAY WORLD 














® Market Week's most spectacular variety of 
individually created displays . . . in the 





largest display showrooms in the country. 
We have the widest variety of 


distinctive creations in wood, papier mache 


and plaster available . . . creations which 


inspire prize winning displays. You are 


cordially invited to inspect this exhibit. 


Visit us 


VICTOR HAIDA DISPLAYS, INC. 


149 West 24th Street 
New York II, N. Y. @ CHelsea 3-3540 
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We have something special coming up for you in the January issue 
-- something we have never attempted before, and which has all of us 


here at DISPLAY WORLD a bit excited. 


You will recall that for many years much of each January issue 
has been devoted to new products the display supply houses were making 
available for the first part of the new year. This was a service to 
displayman and display firm alike, but I believe what we plan for the 
next issue will be a still greater service to DISPLAY WORLD subscribers, 


and even more interesting and helpful. 


Briefly, it is this: I have been in touch during the past few 
weeks with the display directors of approximately 100 stores through- 
out America, stores noted for their good display. Each was asked to 
send me a photograph of his favorite display of all those he had used 
during the past 12 months, together with his reasons for selecting it 
-- whether because of the sales it produced, its special lighting, 
color effects, originality, or any reason at all. 


The response has been excellent, everyone agreeing that such a 
review of favorite window and interior displays for 1954 would be both 
interesting and valuable for everyone in the field. So in the January 
issue -- in the mail December 20 -=- will be one entire section of from 
20 to 30 PAGES of these hand-picked displays and the displaymen's ex- 
planations of why they were chosen. The regular feature articles will 
of course appear as usual. This Display Review section is in the 
nature of a bonus -=- and I think it is a particularly fine way to start 
a year which we hope will be one of health, happiness, and prosperity 
for all of us. If you 1ike this Display Review it will be made an 
annual feature of the January issue. I hope that many of you will take 
the time to let me Know your opinion of the idea after you have had a 


chance to look over this special section... 


The second edition of Dynamic Display, which we published several 
months ago, is enjoying the same success as the original book -=- which 
is now to be found in the libraries of practically every city, as well 
as in colleges and universities, not to mention display libraries. In 
a previous Editor's Comment I mentioned the orders that have come in 
from faraway places as indicating that the interest in good display is 
not confined to any one country. Among such orders received recently 
was one from Feldur, Ltd., Reykjavik, Iceland -- with instructions to 
send the book by air. The postage alone amounted to more than $4... 


In this year when we are observing the Diamond Jubilee of Light 
it is an appropriate time to think a bit about the progress made in 
this field on which display depends so greatly. Perhaps the best way 
of showing the advances made is by comparison. Here, for instance, is 
an excerpt from a paper read to Chicago Edison Company agents on June 
21, 1900, as pertaining to store lighting. It was presented in its 
entirety ten years ago in Light magazine, published by General Electric: 


"If he, the customer, wants the largest amount of light for the 
least amount of money and is not particular as to the color of the 
light, are lighting should be recommended. (Please turn to page 70) 
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UPSON Easy-Curve Board gives you the opportunity 


to create columns, curves, abstract or stylized 
shapes of almost any size or radius! 


Upson Easy-Curve Board opens new vistas 
to your creative imagination . . . frees it from 
the dulling dictates of pre-formed shapes. The 
almost limitless opportunities of this light— 
and yet exceptionally durable fibre board— 
actually stimulates numerous fresh and original 
display ideas. You’ll find, too, that Upson 
Easy-Curve Board has the same thirstless 


EASY-CURVE 
BOARD 


1954 


painting quality that distinguishes Upson 
Strong-Bilt Panels: one coat of oil, tempra or 
lacquer covers beautifully. What’s more, 
Upson Easy-Curve Board is more reasonable 
in cost than ordinary pre-formed shapes. 
Other Upson panels are available in 3%”, 14” 
and approximately 34” thicknesses. The coupon 
will bring you more detailed information. 





THE UPSON COMPANY 
2212 Upson Point, Lockport, New York 
Send me detailed information on 
Upson Easy-Curve Board. 
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“Fabulous. Is The Word 


specialty shop designed as the ultimate 

in the lush and extravagant Texas 

tradition is Sachs Center, at 15th 
street and Austin avenue, Waco, Texas. 

This store, whose architect was Harris H. 
Roberts, Waco, is located on the main artery 
of trafhe from the city’s residential area to 
the downtown shopping center. The site is 
ample to accommodate this building, also 
parking facilities for it, and those to be erected 
in the near future. 

The problem in design was to arrive at a 
contemporary type of architecture that would 
attract attention in itself, and still not detract 
from the merchandise on display —also to 
allow the front to become a show window for 
the entire store, slowing traffic and inviting 
passersby to stop and shop. 

On the front architrave of the main building 
a white baroque electric sign bears the Sachs 
name. The exterior features three huge 
shadow-boxes, each holding a mannequin. 
These boxes support a canopy of California 
redwood which goes into the store and forms 
a floating ceiling inside. Outside a lighted 
fountain plays on a flagstone terrace which 


26 


extends the entire width of the building. A 
pool, complete with a lily pond, has a fountain 
in the center and the water spray is colored 
by lights recessed into the bottom of the pool. 
Banana trees and oleanders lend a tropical 
air to the terrace. The flagstone terrace is 
made of ledge-stone slabs. 

When the voluminous folds of sheer textured 
aqua nylon draperies were drawn from behind 
the solid glass front of the store it revealed 
the epitome of California-Western decor. A 


—Upper left, ceiling and upper left wall pearl 
gray, right hand wall lemon peel yellow, as is 
the lower ceiling at left; the floor is red quarry 
tile . . . Upper right, the stage is carpeted 
with turquoise blue, while jet black fins sepa- 
rate it from the millinery area; black egg- 
crating contains adjustable pin-point spots... 
Lower left, use of outdoor material is seen in 
the two rear sales area; free-form recesses in 
the ceilings are accented with Swedish red 
and concealed lights . . . Lower right, free- 
form wood fins and pipe rods for hanging 
clothes, while merchandise at right is shown 
on rods mounted on I-inch pipe angled from 
floor to ceiling— 


planter at the base of the solid glass front 
divides the outside terrace from an inner 
curved area of flagstones, which forms a 
focal stage for the display of fashions. A 
canopy of redwood suspended over the twin 
doors of the main entrance projects over 
single shadow-box showcases. 

Through the glass expanse of the front 
wall can be seen the flowing free-form design 
of the interior, where there are no straight 
walls or square rooms, which fits in with a 
free-flowing atmosphere and where the out- 
side joins the indoor flagstone terrace. The 
outside and the inside are planted profusely 
to sustain more the mood of a country club 
than a store. Real trees are planted inside 
the store. All shrubbery is real, some spots 
in the floor being left unpaved and filled with 
dirt for planting. 

Colorful proscenium lights dramatize the 
scene where mannequins appear in skin shades 
of red, aqua, rose-pink, bone-white, and black, 
wearing seasonal fashions. A red quarry tile 
floor laid in diagonal patterns curves backward 
and outward from the terrace, leading the 
eye into colorful individual shops through the 
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For The New Sachs Center 


store. Australian driftwood and wrought iron 
give interest to floor cases highlighted with 
gleaming brass hardware. Further dramatic 
accents are achieved by black egg-crate over- 
hangs at vantage points and floor-to-ceiling 
mirrors. 

Racks of apparel are suspended from 
wrought iron poles which rise from the floor 
to pierce the ceiling. Planters flank opposite 
walls where white and pink bubble lanterns 
imitate tropical moonlight. These lights burn 
continuously, day and night. Concealed light- 
ing is used through the store, with pierced 
can-lights hung over desk and counter areas. 
Colored adjustable spotlights are recessed in 
the ceiling and may be focused on important 
floor displays. Every feature of the entire 
merchandising scheme was thought out by 
the owners and given to the architect for 
scale layout and details, prior to the location 
and design of lighting arrangements. This 
planning required the closest cooperation be- 
tween the architect and client and resulted in 
every light being located to give a glamorous 
and impressive effect on the most interesting 
features of merchandise. 
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Two-thirds of the way through the store 
a raised circular stage, carpeted in turquoise 
blue, strikes a vibrant color note and provides 
an interesting deviation from the fluid design of 
the interior. This stage is wired for tele- 
vision and radio. Suspended above the stage 
is a black egg-crate canopy. Tapering fins 
in black form a divider background. Shuttered 
doors at one side of the dais provide a stage 
entrance for models in fashion shows. The 


—Pecky cypress frames the entrance to the 
Regency Room, where original creations are 
shown to a discriminating clientele . . . Upper 
right, the Regency Room interior is done in 
peorl gray and white; a triple floor-to-ceiling 
mirror adds to the apparent size of the room; 
the dome ceiling is dashed acoustical plaster; 
the rug is gray with a white border .. . 
Lower left, the jewelry and bag area uses the 
only conventional display cases in the store. 
A portion of the window display area is re- 
flected in the floor-to-ceiling mirror . . . 
Lower right, the only rooms with straight walls 
are in the office area, which has planters, 
driftwood counter front, and wrought iron 
accessories— 
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entire area can be spotlighted against a dark- 
ened background. 

Beyond this lies the millinery salon, with 
turquoise blue ceiling and California bisque 
walls. Nearby a weathered redwood circular 
bench is placed by a planter of real tropical 
palms, supported by copper poles, ceiling high. 
Toward the center of the store is a garden 
of colored rocks with a bubbling stream. 

The executive offices even outdo the selling 
areas in elegance. Live fish in aquaria are 
viewed through porthole windows in the 
office walls. The decor is in black with cork 
floors. Two walls are red cinder brick. Some 
woods are used in this store that were never 
before used in a building of this kind. They 
include Australian birch especially finished 
in California, pecky cypress from Florida, 
rubbed redwood and scored sand-blasted ply- 
wood, as well as colored corrugated glass. 
Doors to the fitting room of the sportswear 
department are of solid Western redwood 
with black hammered hinges and latches. A 
gigantic frame of natural pecky cypress drama- 
tizes the entrance to the Regency Room. A 


[Please turn to page 71] 

















Vienna Retailers Cooperate In 


H |: change in Austria's post-war econ- warded the three top winners with certifi- specialty shops. This display competition 

omy Irom the strictly “sellers’” to a cates and silver cups, while the next ten was much more difficult. than the earlier 

“buvers market about the middle ot shops received gold medals, the following one, for the Viennese actor-poet ree 
last vear has given a considerable stimulant 20 silver ones, and 31 additional stores were (1801 to 1862) was @ be represented in 
to Austrian retail stores to participate in honored with bronze medals. his poetic works and his acting r le 
window and interior displays. Regular or ain ‘aa ae 
occasional display periods are scheduled 
throughout the country, with the capital, 
Vienna, leading. 


Previous display competitions were held The relative wealth of the downtown 
in 1952 in the center of the downtown area, shops made it easy to insure the event’s 
on the fashionable Kaerntnerstrasse, where full success in arousing public interest and 
the higher price group of ultra-smart stores drawing them to look at the goods dis- 

During the 1954 Vienna Festival Weeks, do business. Under the title of “Vienna played, along with the decorations. The 
Vienna held its third window display week Operetta,” Austrians for the first time in problem was entirely different this year, 
from June 5th to June 12th, using “Vienna their post-war experience saw efforts by when the medium-priced, small shop area 
Songs” as the theme to be illustrated by the stores to combine Vienna operetta songs of the Mariahilferstrasse was chosen for 
participating shops. Vienna’s chief retail with the goods sold in their stores. the “Vienna Song” event. 
thoroughfare, Mariahilferstrasse, was the A second display competition in 1953 The Vienna Chamber of Commerce, 1n 
site of the contest, in which 200 of the 360 again took place on Kaerntnerstrasse but Cooperation with the Austrian Federal Min- 
retail stores participated After a two-day included near-by streets, like the famous istry of Trade and Reconstruction and the 
inspection trip, a nine-member jury re- Graben and Kohlmarkt. both lined with Vienna Municipality's Festival Committee, 
laid down the new rules: 


| 
: 


Participation in the window display con- 
test was fully voluntary. Costs had to be 
borne by the shop, and no subsidies were 
given any shop for participation. The shop 
owners had to recognize the decision of the 
jury without calling on the courts for re- 
versal. 

The basic theme “Das Wiener Lied” (The 
Vienna Song) was obligatory for all par- 
ticipants. The Chamber of Commerce's 
Economic Promotion Institute compiled a 
complete list of Viennese songs from which 
shopkeepers might choose. Once a song 
was chosen, the card bearing the title was 
withdrawn from the files to avoid duplica- 
tions. There was, however, complete free- 
dom to choose a song without consulting 
the file. 

The store owner had either to delegate 


—Top left, a music instrument store tied in 
with the "Viennese Songs" theme with this 
window based on "Two Fiddles, a Guitar, and 
an Accordion.” . . . Top right, a record 
player gave out with the song ‘Velvet and 
Silk" when a spectator pressed a button 
mounted on the window ... Left, an Alpine 
scene was used for a display of “lederhosen” 
for the song "When My Granfather was 20 
Years Old and a Hunter." — 
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—A small tobacco store was one of the top 
winners in the contest with this display involv- 
ing paper sculpture figures in old-fashioned 
apparel .. . Upper right, a jewelry store used 
the song "The Old Clock" for its theme, with 
a shadow-box showing a baroque room in 
which a grandmother sat by a clock... Center, 
the store "Haus der Dame” in its display used 
a reproduction of the Johann Strauss statue 
which stands in Vienna's Stadtpark . . . 
“Wiener Wein" was the subject used by a 
food chain; the hand-carved bottom of a wine 
cask was the principal prop— 


his retail employes to the displays in the 
case of the larger shops, or to hire pro- 
fessional or amateur displaymen (in the 
smaller shops without a permanent display 
staff). The rules required that only ma- 
terials for sale in the specific shop were 
to be used in the display. This meant that 
a Vienna song had to be chosen to fit the 
goods offered in that particular store. 

The purpose of the display promotion was 
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to increase the interest in Viennese goods 
on the part of residents, citizens from all over 
the small republic of Austria, and foreign 
visitors. It was hoped, of course, that 
directly increased sales would tollow the 
displays. 

The Vienna public and foreign visitors 
did flock in astounding numbers to see the 
200 especially decorated shops. The major- 
ity of the window shoppers on Mariahilfer- 
strasse agreed that the shop windows had 
never looked so attractive; in fact, most 
lookers said that Vienna was slowly starting 
to use window display as an eye-catching 
creation, rather than as the simple arrange- 
ment of goods mostly shown, especially by 
small shops, in the past eight years. 

As to the increase in sales, no definite 
statement was available from the Chamber 
of Commerce. The explanation for this 
lack is the resistance of individual store- 
keepers to revealing anything about their 
actual turnover, for fear that general knowl- 
edge of that level or changes in the business 
might hurt their stores. 
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By F. H. BAER 


The nine-member jury, as the only de- 
ciding body, was made up of one delegate 
each trom the Federal Ministry of Trade 
and Reconstruction, the Vienna Chamber of 
Commerce, and the Municipal Festival Com- 
mittee. Aside from these three, two mem- 
bers each came from economic circles, two 
from the advertising and display business, 
and two trom the city’s art institutes. 

During the first two days of the 1954 
contest, these nine men reviewed each store 
either in groups or alone. Posters showed 
the shop’s contest number. The men looked 
for: 

(1). The fulfillment of the theme: in 
this category was considered the closeness of 
the relationship of the chosen song to the 
shop’s goods. (The first-prize winner, a 
rubber goods outlet, used a song about a 
“Viennese who never can go under” with a 
display of various summer water sports 
goods. ) 

[Please turn to page 72] 





PULENCE, fashion-wise, distinguishes 
this season of the year. With the 
social season unfolding for the gala 
‘vents of opera, ballet, music, charity balls, 
coming-out parties —a predominance of fash- 
ion is found in local displays. Furs — espe- 
spreading 


taffetas, “celestial satins,” and ropes of jewelry 


cially mink, sable and ermine 


have helped add to the feeling of splendor 
in Manhattan windows. 

However, October was also signatured as 
‘coat month,” particularly Columbus Day, 
which has long been identified in merchandise 
circles as “The Day” for presenting tempting 
and special values for the winter wardrobe. 
With few exceptions coats were presented in 
simple displays with accompanying price cards, 


though there were. here and there, additional 
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By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


streamer messages pasted on the window glass 
for Columbus Day. Too, the new Parisian 
silhouette, which has made its controversial 
debut in fashion, was played up in window 
presentation. 

Another trend in display has been evidenced 
in the choice of articles from different depart- 
ments of the store to apply to displays as 
decor. For example, at Lord & Taylor’s, the 
Fifth avenue front was devoted to coats, and 
each of the four large windows gave an 
individual as well as an overall story. For 
these presentations the props were most re- 
strained and selected by Display Director 
Henry Callahan from the eighth and ninth 
floor departments, the copy in each display 
including the reminder: “And we like the 
clean-iined simplicity of the East in con- 
temporary furniture and accessories ... Furni- 
ture from Contemporary Rooms — ninth floor 

Carpets Eighth Floor” (first photo- 
graph. ) 

The coat story opened with the caption: 
“10 a.m. Beautiful-Coat-Time hour of 
the city tweed .. . colorful but urbane.” Com- 
panion displays followed with: “Any-hour . 
camel tones with fur on a Gothamite’s Rounds” 
“1 p.m.—we see polished black elegantly 
luncheon-bound”; “8 p.m. shining hour of the 
short and sumptuous party coat.” Oriental 
foliage arrangements, scrolls, lacquered trays 
with colorful fruits, Oriental chests, and 
screens were the props. 

A striking autumn feeling was suggested 
by Display Director John Robert Cobb at 
Henri Bendel’s through the use of decoy 
ducks and centered atmospheric clumps of 
swamp grasses which used red autumn leaves 
for their base. The feeling of the marsh was 
further accented by an island of rust-colored 
wood shavings. The ducks, most naturally 
pointed in one direction, were cutouts overlaid 
with natural pine finish and a brass _ tack 
for an eye and what seemed to be an orange 


—At the top of the page, by Henry Callahan, 

Lord & Taylor . . . Center, by John Robert 

Cobb, Henri Bendel's . . . At the left, by 

Louis Villela, Altman's . . . (All photographs 

by courtesy of Virginia Roehl Studio, New 
York City)— 
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stick for the realistic bill. The backwalls 
and floor were done in rich brown seamless 
paper, while the mannequin was costumed in 
gold wool with a beige hat, and shoes and 
handbag in dark brown. 

The male executive came in for his daytime 
inning at B. Altman’s when Display Director 
Louis Villela gave an interpretation of a 
check-room at the noon hour (not shown). 
Before a crimson velvet backdrop, a unit of 
wood, painted gray and with many shelves, 
suggested the hat check-room. The atmos- 
phere was well established with ‘the check 
girl to one side wearing a modest black uni- 
form with white collar and a single red car- 


—At the top of this column, by Gene Moore, 
Bonwit Teller . . . Center of the column, 
by Sidney Ring, Saks-Fifth Avenue . . . Di- 
rectly above, by Gilbert Squarey, Best & Co. 
. . « Upper right and immediate right, by 
Edward von Castleberg, Bloomingdale's— 
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nation. The front ledge —also in 
used a deep velvet ruffle, matching the back- 
drop. On the ledge, as well as on the shelves 
and intermingled with the hats, were brief- 
cases, partially folded Wall Street Journals 
New York morning newspapers, silk scarves, 
gloves, etc. Copy held by the check girl 
aptly read: “Check these hats . . . they’re the 
season's smartest shapes and colors.” 

Also at Altman’s, Louis Villela transplanted 
a charming version of the countryside into a 
display through the use of a white Colonial 
doorway with a sign over the portico announc- 
ing, “Postoffice, Dover, N. H.” Walls and 
panels were gray, the floor nicely covered with 
brown wood shavings; a fine white iron 
hitching-post, placed to one side, completed the 
atmosphere. The four mannequins quite proper- 
ly wore casual attire in tones of browns and 


gray — 


——- 
—s 


tans The 
Time- 
less classics to live in and love, year-in, year- 
out.” 

At Bonwit Teller, four of the 56th street 
side windows are being devoted to a promotion 
of accessories, with weekly changes. For one 
stretch series, when the headline read, ““Glam- 
our parts that make up Fashion’s Whole 
Bonwit’s handful of Display 
Director Gene Moore used a prop a favorite 
with many stores in recent weeks, 1. e. versions 
of cutouts, which always have a 
certain spectator appeal. 

The Tibetan goat, a cutout in white, was 
made quite expressive with bits of line draw- 
ing in black; in fact, the animal looked quite 
well with many rows of gloves pinned on him, 


[Please turn to page 76] 


cashmeres, suedes, tweeds. 
legend read, “They're Meadowbrooks. 


Cashmeres,” 


seem to 








EBB’S City, once a store of only a 

few square feet, now sprawls across 

four blocks of the Florida city of St. 
Petersburg. Its phenomenal growth can be 
attributed to millions of dollars spent on 
advertising as well as free publicity given 
to it in practically all the leading national 
magazines. 

Karl Nash, display director for this fabu- 
lous organization, has his share of per- 
plexing problems in keeping up with the 
promotional ideas of its founder and presi- 
dent, J. E. “Doc” Webb. 

An example of this is the recent “Feudin’ 
and Fightin’” sale where Doc’s “relatives” 
were transported from the hills of Tennes- 
see to do battle with those of his general 
manager, J. H. Willis (a South Carolina 
“Flat-lander’). After a quick huddle with 
his assistant, Tom Drue, Nash started the 
wheels rolling, going all out on a huill-billy 
theme. Street floor mirrored columns were 
covered with wallboard scored and painted 


Display At The World’s Most 


to resemble old weather-beaten wood. Used 
book stores were scoured for Paul Webb 
“Mountain Boys” cartoons. These cartoons 
were appliqued on the posts and interspersed 
with snuff signs, etc., secured from a local 
tobacco distributor. Foliage was entwined 
around the posts, leading up to a hill-billy 
plaque suspended from an iron. bracket. 
Papier mache crows were perched here and 
there on the brackets. A long row of free- 
standing hill-billies, cut from %-inch wall- 
board, lined up on a partition separating 
the soda fountain from the rest of the 
street floor. Huge banners of caricatures 
were painted on canvas and suspended from 
the marquee, giving the passing traffic some 
idea of what to expect inside the store. 
The increased sales for this promotion indi- 
cated that the public likes a little humor 
thrown into its daily routine; the results 
also show what can be obtained from a co- 
ordinated effort of top management and a 
display department. 

Webb's display department always oper- 
ates with a limited personnel, none of whom 
are specialists in any particular phase of 
display. No one knows when he may be 
called upon to letter a sign, install a win- 
dow display, or execute a background for a 
fashion show. (That term fashion show 1s 
correct — even if Webb's is a drug store.) 





Although St. Petersburg is primarily a 
winter resort city, there is no summer let- 
up when it comes to promotions. To the 
contrary, the display department is con- 
stantly preparing some new promotion to 
loosen the purse strings of its year-’round 
inhabitants. For example, three of Webb's 
parking lots were devoted to a spectacular 
water show this past June. The summer 
previous, there was a regular midway, com- 


—A humorous treatment is seen frequently in 
the displays at Webb's — the drug store which 
also sells automobile equipment, souvenirs, 
notions, and books, to mention only the items 
seen in the accompanying photographs— 
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—Webb's display department may be called 
on at a moment's notice for backgrounds and 
props for everything from a serious lecture to 
a ‘Wild West’ rodeo or a trapeze act on the 
top of the building. A daily television show 
is coming up, and the department will also be 
held responsible for a daily change of props 


for the commercials— 


plete with side shows and Ferris wheel, to 


tre m with a Country Fair promotion 


Humor has always played an important 


role in the success of these unusual promo- 
tions at Webb's. The major prop used in a 
recent Southern Hospitality promotion was 
an old Southern colonel, rotund and jovial. 
\ sample for such a prop 1s first made by 
Nash and then turned over to Tom Drue, 
who sets up production and follows through 
to the last detail 

Webb's City operates on a very low mark- 
up, theretore it is of utmost importance that 


Unusual Drug Store 


props must be versatile and bought with an 
eve to their future use. A replica of an old 
Model T Ford, constructed by the display 
department, was used last Christmas in a 
children’s) window. It has been re-used 
several times throughout the vear with no 
one the wiser that it originally was Santa's 
gavly decorated vehicle. 

Webb's display department is also re- 
sponsible tor road signs that are placed 
throughout the Southern states. These signs 
are silk screened by Nash and his crew in 
four colors and are 4+ by 8 feet in size. 
The outdoor advertising department 1s re- 
sponsible for the erection and maintenance 
of these signs. Tourists approaching the 
citv on the main highway are contronted 
by a mammoth spectacular neon sign over 
five stories in height. There 1s also a large 
billboard in the heart of Atlanta's shopping 
center. Advertising on a grand scale has 
made Webb's City “Americas most publi- 
cized retail establishment,” according to a 
representative ot the store. 

Demonstrating Webb's contidence in the 
future of St. Petersburg, there is now an 
enormous expansion program in progress. 
\ five-story addition 1s being added to the 
present building and a new modern toun- 
tain is nearing completion. These improve- 
ments mean more selling space and more 
work tor the display department. 

In the very near future Webbs City 1s 
going to sponsor a six-day-a-week TV show 
and Nash must supply it with a= daily 
change ot props tor use in the commercials. 

The gross sales at Webb's City run over 
$22,000,000 annually and there are actually 
57 stores under one roof. Seeing that each 
“store” comes in for its share of the dis- 
play, budget 1s quite a project in itself. 

The tourth floor houses a unique tourist 
attraction, the tree “Talking Mermaid 
Show.” A cave is constructed of papier 
mache with realistic looking mermaids 
lolling about against a background of the 
Gult otf Mexico. \n animated miniature 

[Please turn to page 08] 


DECEMBER, 1954 





Wrigley building, and there makes his se- 
lection. Mandel’s has had similar sales in 
this location and tound them satistactory in 
volume of business written. This, inciden- 
tally, is part ot Mandels 99th year cele- 
bration. 

The Fair has been celebrating its 79th 
vear in business. In addition to the usual 
pages of newspaper advertising featuring 
specials, the windows have been so dramatic 
and so well connected up with the age of 
the store that its birthday celebration has 
heen outstanding. Huge pesters in the win- 
dow told the = story of the store and the 
displavs convinced the passerby that this 
was a good place to shop. 

Another note of interest has been added 
in the brilliant lighting along Wabash ave- 
nue which was formally opened last month. 
Such illumination adds much to the win- 
dows of Carson Pirie Scott & Co., which 
occupies a block on this avenue; Mandel's 





Chicago Display Scene 


By JEAN MOWAT 


HICAGQO mas iad 48 hours ot block on Michigan avenue. The latter store 


ain, 1 famous river may have re- 1s now being remodeled and will be opened 
irse and the entire cit in ample time for the holiday trade. 

tricity because ! \cross the street, Sak s-Fifth Avenue has 

new re is tor opened its men’s store, which 1s gay, which 

is smart, and which will appeal to the 

Bramson, masculine shopper. There is little compe- 

over the tition for this exclusive store for men at 

Saks, with its door opening directly off the 

avenue, vet it may also be entered trom the 

main store itself{—which is one of the 

smart ones in » city. In keeping with 

and gay rugs were’ the new store the lower floor has been re- 


settings. New fixtur modeled and is very much up-to-date. 


tads ot the moment u Mandel Brothers has been holding week- 
ly 


lat Was not enoug end warehouse sales which = are reported 
announced the opening ot a store as successtul. One goes directly to the 


set at the other end ot ‘ warehouse, centrally located across trom the 


has a half-block of windows, and Mar- 
shall Field & Co. uses over a block and a 
half. While the windows have been well 
lighted, the street itself was not, so that 
this new brilliance is inducing many people 
to shop here who tormerly confined all 
their window shopping to State street. 
The opening of the first city garage, in 
which cars are handled by push-buttons, 
has added to the importance of shopping in 





the Loop, for after business hours the prices 
for such parkings are low. This first of three 
such garages permits cars to go up in an 
elevator and from then on they are zigged 
or zagged as needed for the cubicle into 
which they will fit. To save building costs 
there are heavy wire ropes extending the 


—Upper left, by Reed Schlademan, The Fair 

Store . .. Center, by Clement Bradley, Carson 

Pirie Scott & Co... . At the left, by John 
Moss, Marshall Field & Co— 
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—Right, by Reed Schlademan . . . The other 
two displays on this page are by John Moss— 


height ot the building, rather than a retain- 
ing wall. 

About the time the reader is perusing 
this issue of DISPLAY WORLD the Chi- 
cago stores will be tormally opened for 
(Christmas — November 27 is the day when 
the Santa Claus parade will take place. 
This has become an event of both city and 
suburban interest and is duplicated in many 
ot the outlying areas. It is rumored that 


this season there will be more = attention 
given to religious windows than in many 
vears. Part of this is due to the successful 
program which has been sponsored by a 
group in Evanston whose slogan is “Put 
Christ back in Christmas.” 

leading stores have had magnificent and 
even mystical ideas expressed in_ their 
Christmas windows in the past—some of 
which created an atmosphere that carried on 
through the vear. Several stores this year 
will devote from two to tour of their State 
street windows to the presentation of the 
religious theme and backgrounds and props 
are now being made ready for the initial 
installation. 

Windows during part of mid-October were 
shown without benefit of the usual 1llumina- 
tion due to the Hooding of some of the elec- 
tric generating plants; these were put out 
of commission by the deluge that ham- 
strung Chicago tor almost a week. 

When the initial trost of the year hit 
Chicago, the window showing the winter 
scene had just been unveiled at The Fair 
(first photograph). Reed Schlademan avers 
he had not consulted a weather map, but 
the timing was perfect and so were the 
resulting sales. The fireplace was ot gold 
brick paper and the real logs were in a 
gold fire-basket. The branches were all 
gilded and so was the heating pipe that 
circled this corner window. In addition 
to the usual coats, the little fur and the 
matching small hat were shown in a variety 
of styles and colors. On the wall back 


of the fireplace painted icicles, also in gold, 


suggested the cold weather just ahead. 
The reaction of people, whether male or 
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female, is interesting to observe, and a win- 
dow at Carson's featuring the last word in 
a new foundation got a great deal more 
attention from men than it did from women 
There was a reason for this and a very 
good one. 

Featured as the “Devil's Cave,” it had 
searing red coals from which a fascinating 
devil rose to challenge the black corseted 
figures. The idea was centered about the 
one word “Diablo” and was literally trans 
lated tor a dramatic window. The only 
light was trom the sides and was very low 
to play on the length of the figures. Atten- 
tion was also given to huge cartwheel hats 
with a miniature Eiffel tower on top of each, 
the white outlines standing out trom the 
black background. 

The “devil” was costumed in red jersey, 


4 


t 
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skin tight; tulles in varying shades of red 
and gold shot up trom the red coals which 
were real lumps covered with red_ tintoil 
that glittered and shimmered in the _ half- 
light of the window. The side panels were 
in gold. Completing the ensemble were the 
lorgnettes made of wood, decorated in gold 
and red paint and flitter to match, with 
the eye-pieces ot red cellophane 

()ctober saw a great deal ot attention 
given by local stores to the “Festival ot 
Homes.” Over 100 model houses about thi 
city were featured and completely turnished 
The store that did this also had duplicate 
settings of the living rooms and bedrooms 
in their own stores, which gave the publi 
a chance to inspect the houses and then see 
the furniture and furnishings 1n the stores 

[Please turn to page S86] 
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Now let us look at the accompanying photo- 
graphs individually. We will start by enter- 
ing the new McCurdy-Northgate store in 
Rochester, N. Y. <A wide, inviting aisle 
with unimpeded view suggests spaciousness 
beyond the reality of actual floor space. This 
is not a large store, but it has been designed 
to look larger. Slender pillars heighten the 
illusion of airiness by lancing upward and 
merging into the ceiling, rather than appear- 
ing to pull floor and ceiling closer together. 
These graceful light-colored shafts are not 
solid barriers obstructing the view. They 
enhance it, rather. 

This main floor has ‘six walls” in the sense 
that floor and ceiling are the same _ color 
as the four encompassing walls. Flush lighting 
puts the ceiling to work, furnishing soft but 
adequate illumination, and interesting design 
etfect. Side walls are punctuated with light 
plank backgrounds for display groupings. 
Counters and stock units repeat the lhght 
and dark contrast theme effectively. Through- 
out many departments “Formica” is used 
handsomely for counters and stock units plus 
presenting the expectation of long wear and 
easy care. Departments are compact, with over- 


Making Good Use Of Ceilings 


’ 


there may have been 

genuity But not any 

thing, old or new, is now 
store interior «ae 

renwous = treatment. 

he photographs 

‘interesting because 

designed = by 

ration under the di- 

1s new Here, 

of vertical space 

ling reflect functional 


(simbels store in 


New York City 1s not new but design-reno- 


vated by the Ravmond Loewy Corporation. 
Here the use of color, lght, and shadow 
reflects design ingenuity in the art of camou- 
Hage, for pipes and crossbeams are faded 
into shadows of their former obtrus.ve selves. 


head identifying signs worked out in decorative 
lettering, and all separator partitioning is open 
laddered to increase visibility and enhance 
spaciousness. 

The view shown here of McCurdy-North- 
gates coat and dress departments gives a 
close-up of the slender pillars, and the open 
treatment of area separation, which is visible 
in the background. The decorative sign per- 
sonality announcing “Coats” and “Dresses” 
uses applied letters on a continuous white 
strip for three-dimensional importance. Again, 
a white planked panel serves as background 
for platform groupings. Note that some of 


—The three photographs on this page are from 
the new Northgate store of McCurdy's, whose 
main store is in Rochester, N. Y. Slender 
pillars heighten the illusion of airiness by merg- 
ing into the ceiling rather than seeming to pull 
floor and ceiling closer together . . . Second 
photograph, a view of the coat and dress de- 
partments .. . At the left, vertical space is 
used lavishly in the drapery department— 
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—At the right, more use is made of vertical 
area in the lamp department of McCurdy's 
. . « The remaining photographs are from 
Gimbels, New York City. Dropped ceiling 
lighting, with lamp shades the same color 
outside as the ceiling, minimize the ceiling 
pipes, which are also painted the same shade 
as the ceiling. The same camouflage tech- 
nique is used in the furniture department— 


the forms are without heads. Bases are 
black wrought iron, reflecting a popular trend 
in store and home decoration. Case interiors 
are white, and serve as wonderful reflectors 
for flood lighting which enables the customer 
tO see every detail. The floor racks have 
“X” standards in pine and this wood is re- 
peated in the barrow cart with black iron 
wheels that go along with the black wrought 
iron bases of the forms. This cart sells “two 
on the aisle” —a coat or dress plus the ready 
chance to sell a handbag as well. 

Next we see the Me urdy- Northgate 
drapery department and find the slender pillars 
entwined with curtain ruffling for an extra 
identifving touch. Background for the de- 
partment, visible from all over the floor, is 


And Vert 


literally a build-up for sales. Vertical space 
is put to use from floor to ceiling, with false 
windows lighted from the rear for greater 
realism and more dramatic display. Curtains 
of great variety are shown at their selling 
best, complete with artificial “sunshine.” A 
small glass case merchandises curtain findings, 
flanked by two upholstered chairs — one slip- 
covered in a flowered pattern and one with a 
swatch doing a suggestive selling job. A rack 
fixture displays and sells curtain ruffling, 
framed by a completed curtain to stimulate 
a desire for the finished product. A _ small 
table serves to set up shop for drapery fabric 
and packaged curtain business. Draperies are 
massed in continuous, riotous color in a space- 
saver arrangement against the side wall. Not 
an inch of selling space is wasted, yet there 
is neither clutter nor crowding in this well 
designed department. Everything is shown 
to the greatest posible selling advantage. The 
use of vertical space is an important con- 
tributing factor; also the use of a pillar as 
point of intersection for introducing a small 
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By IRENE MILLER 


specialized selling are the short counter 
length where findings are sold. 

Looking at the lamp department in this new 
store we once agalll see functional use of 
floor-to-ceiling vertical space. A curved back- 
ground wall is the backdrop tor a mass display 
of lamps arranged at varving levels and domi 
nated by a framed mirror that signals at 
(he mirror 


Oo 


tention with retlected lamp light 
also introduces a decorator note as “room” 
influence. This lamp department beams all 
over the store! \V isability couldn't be better. 

Now let's take an admiring look at what 
the Raymond Loewy Corporation has done for 
one of Gimbel’s upstairs floors. First, note 
how dropped ceiling lighting, with lamp shades 
the same color as the ceiling but white inside, 
minimize the ceiling pipes, which also are the 
ceiling color. At the same time they leave 

(Please turn to page go) 
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Display Designer and Consultant 
New York 


Arrangement: 


> r Oy 


5 ‘ 
A > 


Properties: 


Arrangement: I[hree definite 





units make up this 
millinery display arranged in a formal balance. 


Properties: Against a skyscraper background are 


arranged three mannequins wearing the newest in 
hat styles. Behind the center manneauin is seen 


a lamp post snowing street signs reading 5th Ave. 
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Arrangement: This mens business 


made up of various eiements neatly 


Properties: A chart showing the business trend 
seen in the background. Business suit, coat, and 
hat are arranged in front of it. Men's furnishings 
are displayed on a modern desk. The clock, cut 
from wallboard, has small balls for numerals and a 
business tie fashioned into hands. 
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Arrangement: his men's sportswear display is made 


UD OT several 


Properties: [hi 

jackets, slacks, sweaters, 

above a bright rea leather chair. 

are displayed on the chair and end-tal 
out clock has hands made of sport ties. 


is flanked against chair. 








Arrangement: Three definite units are noted in thi 
men's formal wear display. It is neatly arranged 


and limited in merchandise. 


Properties: Evening wear is arranged against a 
dark blue background. A wire, painted white, has 
luminous red painted areas here and there and is 
tashioned into a cloud effect. Stars are also 
painted a luminous red. Cut-out clock has hands 
tashioned of black dress ties. Copy card is in 


ower torearound. 


DECEMBER, 1954 





Color, Light Used 


up display temp \ 1g | le “ee t 
Paul 


Robinson s-Downtown. 


display ability) was 


Is no question lemonstrated by Smith, display d1- 


gone when he 
to dramatize in 
smallest item 
display lip- 


space about the 
Is) tor 


\lax 


solved the 


Factors new 


problem 


POWNTOW 


wind ramatized a quality ot 
by using a 


bull 


a chareineg 


‘ 17 ‘7 
i ‘ ’ if ( id i i i | 
| | 7 ,* “sa? . 
Neel ve +i ¢ < Lili ' i ‘Ji Lhe 
‘ < ‘ : 


bull Was 


" ‘ , s¢ | 
1>T] ' 11 i | oT HvysS “¢? ‘ 
VIC, sports oo ; i , - alte . "| . a2 red eve 


—Upper left, by Stanley Thompson, The May 

Company-Downtown . Upper right, by Paul 

Smith, Robinson's-Downtown Lower left, 

by Damar Myers, Robinson's-Beverly Hills . . . 

Lower right, by Joseph Tilner, Mullen & 
Bluett— 


ManNeGUITs, 


merchand 


full size 


Etfectively 


Red” lipstick 
(Opened lipsticks were symmetrically 
arranged to attention to the 
“Thev ll) go 


Which matched the “See 
shade. 
reader 
‘See 


Max 


Fashions 


lead 


card: mad when they 


Red —a_ hot-tempered new red in 


Factors color-fast lipsticks.” 


displaved on the mannequins complemented 


the lipstick color. and accessories were 


grouped on the floor near the reader card 
The background panels were neutral grav, as 
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—Right, by William Meissner, Ohrbach's .. . 
Center, by Frederick A. Bower, Barker Brothers 
. . » Below, by R. A. Pennoyer, Dohrmann's— 


motion reaches into the realm of civic 
events. 

At the Beverly Hills store where Damar 
Myers heads display, they had entertain- 
ment on the nights when the store was 
opened — 40 bagpipers in full clan regalia, 
20 Swedish folk dancers, 20 Japanese singers 
and dancers, 20 additional folk dancers of 
various nations, and six East Indians per- 
forming their Sari dance ritual. Movies 
of various countries were shown. The store 
had either the consul or trade commis- 
sioner of each country on opening night, as 
well as the mayor of Beverly Hills and 
other notables. 

Flags of the nations lined their driveways 
to the parking lot. Sales girls wore foreign 
costumes, as did the elevator girls. 


In Los An 


The big 23-foot feature window on Wil- 
shire boulevard, Myers’ “baby,” had a Lon- 
don Bridge displayer in the center made 
of blue wire. At each side of the window 
were doors covered with posters from vari- 
ous countries. “The doors of the world 
open wide for your selection of fine im- 
ports” was the slogan. Imported merchan- 
dise was on nesting tables and on the 
London Bridge reproduction. 

The decorative colors throughout the store 
were Robinson’s own chartreuse, powder- 
blue, and dark green. All props were done 
in these colors. There were gay awning- 
like toppers arranged above departments, 
and signs constructed of satin ribbon in the 
same colors; the sign ribbon was stretched 
over 14 wire frames. There were 3- by 5- 
foot silk flags of the 14 countries whose 
merchandise was featured. The flags were 
literally “flying,” due to electric fans hidden 
in banks of green ferns. All display cases 
had a flooring of Robinson’s colors. There 
were travel posters on the walls and col- 
umns. Props of wire, such as the Eiffel 
tower, kiosks, obelisks, and windmills 
added to the scene. A general set-up by the 
imported merchandise included a manne- 
quin in a dress, hat, and gloves of the 
country represented. Beside her from a 
neighboring country was a display of china, 
crystal, field glasses, lace handkerchiefs, 
and toys. Every ledge had a powder-blue 
wire unit on it. These were triangular 
in shape and devoted to three countries 
on each ledge. 

Thus was subtly ushered in the Christmas 
season, too, with Toyland opening and the 
stressing of imported toys, along with Holi- 
day House — which is a tree-trim and gift- 
wrap area, devoted exclusively to imported 
ornaments. 

Joseph Tilner, display director of Mullen 
& Bluett, combined several elements to 
make a very strong pajama presentation. 
The design and arrangement are interesting 
and appealing. The display unit featured 

[Please turn to page 75] 
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—At the left is |. T. Vierheller, president of 
the Garrison-Wagner Company, and of the 
National Association of Display Industries 

. . At the right is a recent photograph of 
Irwin Culver, who at 85 is one of the few sur- 
viving ‘old-timers’ of the early days of dis- 
play. He will be honored by the NADI 
during December Market Week in New York 

City— 


what they can with delivery dates subject to 
production schedules. 

The December Market Week 
lines for retail promotions after January 
1 will have about &O exhibitors showing 
their presentations at the Hotel New York- 
er, plus local showroom exhibits of about 
30 NADI members. Late requests for space 
at the hotel may bring the number of ex- 
hibiting members to 8&5 at the most. Of 
the others among the 118 on the roster of 
the NADI at this time there 1s little to at- 
tract them as exhibitors at the December 


featuring 


Good Market Week Is Forecast 


By JOHN F. BOWMAN, Managing Director, 


National Association of Display Industries 


attendance at the semi-an- 
nual Market Week sponsored by the 
National Association of Display Indus- 
tries looks to be as good or better than the 
1952 and 1953 results. Reports from NADI 
members for the event at the Hotel New 
Yorker, New York City, December 11-15, 
have changed from pessimistic to moderate- 
ly optimistic with a good chance that the 
number of buyers will exceed 1,900. Reasons 
given have been many but the most impor- 
tant are the generally good outlook for 
business during the present quarter and the 
continued level of improvement for the first 
quarter of 1955 which 1s contemplated. 

One of the features of this particular 
Market Week will be a tribute on the part 
of the NADI to Irwin Culver, one of the 
few living “old-timers” of the display days 
oi nearly half a century ago. Probably the 
greatest sculptor of wax mannequins who 
ever lived, Culver is now 85 years old and 
has tor some been in retirement at 
Utica, N. Y. If his health permits, he will 
be the guest of the NADI during the Decem- 
ber market event. A detailed account of his 
career appears later in this article. 

Display 
another 


NDICATED 


years 


manutacturers have experienced 
surge of late orders in the past 
month and many are caught short on deliv- 
eries. The orders are being made available 
but materials and labor plus production 
problems will reduce the total volume of 
firms which failed to correlate the 
slow business of August and September with 
the normal requirements of retailers for 
Christmas items. In general, most factors 
in the display business will show net in- 
creases with a slightly smaller gross busi- 
ness, but some will be badly hurt because 
planning did not provide for slow or late 
orders. A few firms closed on Christmas 
orders early, some had production time open 
to November Ist, and many are still taking 


some 


42 


show. Just about all will have representa- 
tives in New York City during the Market 
Week. 

With the change in management at the 
hotel more space has been made available 
for Market Week but the additional areas 
are not closely connected with established 
sections where the show has been previous- 
ly placed. One example is the Mosaic 
Room on the lower level of the hotel, where 
one member will exhibit. Balancing the 
availability of this area is the fact that 
former areas on the mezzanine and the third 
floors which were previously used are not 
available this year. Net space has been in- 
creased, however. 

The NADI has scheduled its usual semi- 
annual meetings for both the board of di- 
rectors and the general membership in con- 
junction with the Market Week. The board 
of directors will meet on Thursday, Decem- 
ber 9, and the general membership. will 
meet on Friday, December 10. Agenda for 
the meetings will be prepared by the officers 
of the NADI upon recommendation of the 
membership. Continued items indicated will 
be clinics for retail stores, extension courses 
for retailers in connection with retailing 
groups and schools, advertising schedules, 
direct mail promotions for Market Weeks, 
and budgetary requirements of the associa- 
tion. 

In mapping the program for the NADI 
during the period from January 1 to June 30, 
the board of directors and the members will 
be requested to approve another special 
clinic at the June Market Week, to be con- 
ducted by the NADI and the National Re- 
tail Dry Goods Association. This program 
is tentatively contemplating a treatment of 
shopping center requirements in the display 
field, from basic planning to final scheduling 
and presentation. Also, a general treatment 
of expanded research as to the value of 


display and visual merchandising in all 
phases of retailing and related activities. 

The December Market Week will also 
provide an opportunity for most, if not all, 
persons interested in display and visual mer- 
chandising to bring their planning and 
schedules up to date. Physical dislocations 
such as the storms in the middle Atlantic 
and New England areas cleaned out the 
reserves of many display divisions. In 
other areas the props and decorations have 
been used two or three times and are shop- 
worn, out-moded, and uninspiring to the 
customer because of previous exposure and 
repetition. 

With the number and variety of lines 
available at the Hotel New Yorker in 
December everyone with an interest in dis- 
play and visual merchandising should be 
around. The local showings alone without 
the Market Week are worth the time and 
money required. Put together in five days 
of special attention and effort, the people 
in the display field owe themselves the op- 
portunity to build better for themselves 
and their organizations. 

Referring again to Irwin Culver, he was 
one of the early pioneers and leaders in the 
display field. Regarded as a peerless wax 
mannequin sculptor, his character figures 
sold for as much as $500 each. 

After attending a business college in 
Rochester, N. Y., he spent several years with 
a railroad car repair shop, finally being 
sent to Chicago as store keeper for the com- 
pany. After a few years there, . during 
which he married his childhood sweetheart, 
he was recalled to Rochester and made 
head stock keeper of the firm. 

He became interested in the design and 
manufacture of ladies’ garments, discovered 
that he had latent artistic talent and no 
real liking for his current job, and resigned. 
He lived for a short time in Toronto and 
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then moved to New York City, where he 
met the man who first introduced him to the 
wax mannequin industry — Charles Van 
Buren, formerly with the old French Wax 
Figure Company, of Milwaukee. The lat- 
ter had his own studio, manufacturing fig- 
ures for the well-known J. R. Palmenberg 
Company. Culver became a frequent visitor 
to the studio, began working with wax, and 
was finally offered a partnership with Van 
Buren’s head man — Charles Mileo, who 
continued well known in the mannequin 
field until his death several years ago. After 
three years Culver resigned and with $600 
he had saved started his own business in 
a loft at 60 East Eighth street. The $600 
was soon gone, but he was able to borrow 
$1,000 and continue in Orders 
began coming in, and, as Culver comments, 
“Reasonable success and recognition came 
quickly, not entirely on account of the ideas 
I was attempting to develop, but because 
they compared with the crude faces and 
forms of that period. 

“I was developing my own wax formula, 
a neutral median against melting in warm 
weather and cracking in cold weather. | 
developed the first washable finish ever 
used on wax, the formula and application 
not yet fully exposed. I designed and pa- 
tented the first adjustable and interchange- 
able arm attachment ever made. I designed 
and made the first full-sized adjustable and 
interchangeable waist attachment ever used. 
I put adjustments at the hips for varying 
lengths of skirts. I used the only one up 
to this day — wood lasts in papier mache 
legs with full wood toes, to prevent the 
mashed and broken toes in papier mache 
forms, as well as guaranteeing a standard 
size shoe. I did a special wax finish, wash- 
able with ordinary soap and water without 
the slightest damage to the soft, velvety 
flesh texture. I cast all arms, hands, and 
bodies for wax from life, retaining all 
the human anatomy; other parts were 
modeled in clay from life.” 

More interested in improving his figures 
than in selling them, Culver found it impos- 
sible to continue operating his own busi- 
ness. He then became a member oft the 
Palmenberg company, spending nine years 
with the firm; during that time “I did some 
ot the best work of my life and experi- 
enced the highes prices ever paid for man- 
nequins and character work in this country 
— $350 for a single mannequin and $500 for 
a character figure of Santa Claus (modeled 
after a painting by Norman Rockwell for a 
Saturday Evening Post cover). 

“At the advent of the era of composition 
figures — from the sublime to the ridiculous, 
as I saw it — I became temperamentally 
unable to carry on. I had to retire from the 
work for a time and spent a year with 
relatives in Canada. During that time | 
made an anniversary display for The Peo- 
ple’s Outfitting Company, Detroit, consist- 
ing of five character wax figures, correctly 
costumed in their period. They were Wash- 
ington, Lafayette, Pershing, Queen Eliza- 
beth, and Lincoln. Those were my last full 
wax productions. 

“In a long life, now in its twilight, I have 
seen many changes in the constantly ad- 
vancing display field. Many of the leaders 
in the profession and in the industry have 


business. 
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been my very dear friends; many otf them, 
alas, have passed on. I have never regretted 
entering display, and I am proud to think 
that perhaps I contributed something to it. 
As I look back over the past I find it full 
of exceedingly pleasant memories. As for 
the future display we have with us 
always, and to these old eyes its future looks 
very bright.” 

The following firms 


Market Week. 


will exhibit during 


FIFTH FLOOR 


Silvestri / 
501-502-55 
The Morgan Company, Chicago, 503. 
Mileo Mannequins, New York City, 504. 
Ankerum Mtg. 
505 (tentative). 
Wm. L. Baer 
N. J., 508-509. 
Frederic Weinberg, Philadelphia, 511-512. 
Goldsmith & Sons, New York City, 514- 
515. 
New Style Studio, New York City, 516. 
Artificial Falls, 
Ohio, 518. 
Gordon Keith Originals, Columbus, Ohto, 
519. 


rt Mfg. Company, Inc., Chicago, 
5 


2-553. 


Company, Philadelphia, 


Company, Inc., Fort Leo, 


Plant Company, Chagrin 


Ferro-craft Corporation, Morganfield, Ky., 
522-523. 

Maharam Fabric Corporation, New York 
City, 524. 

Favrex 
526. 

Schack’'s, Inc., Chicago, 527-528. 

Bernard Schwartz & Co., New York City, 
§29-530. 

A. Lutz, New York City, 531. 

Oltmann’s, Omaha, 532-533. 
Displays, Inc., New York City, 


Hackensack, N. J., 525- 


~ 


Designs, 


Resident 
534. 

City Display, 
Ms Buy aoe 

Printasign Company, Chicago, 536-537. 

Decorative Novelty Company, Inc., Brook- 
lyn, 538. 

Swivelier Company, inc., New York City, 
539. 

Plastic Fabricators, New York City, 540. 

Rip Studio, Inc., New York City, 541. 

Scheuer Creations, Inc., New York City, 
542. 

Kalmo Textiles, Inc., New York City, 543. 

Grace Letters Company, New York City, 
547. 

Zaria, New York City, 548. 

Duplex Display & Mig. Company, Phila- 
delphia, 550. 

Met-W ood 
NN. Jy aoe 


~ 


Inc., Long Island City, 


Inc., 


Floral Display, Trenton, 


SIXTH FLOOR 
Karl W. 
601-653. 
Cook & Meier, Inc., Chicago, 602 (tenta- 
tive). 


Gasthoff Company, Danville, IIL, 


Nesbit Industries, Inc., Chicago, 603. 

Decorative Creation & Art 
pany, New York City, 604. 

R-Tex Company, New York City, 608. 

Austen Display, Inc., New York City, 
611-612-614. 


Flower Com- 


Fawnfield Decorations, Georgetown, Conn., 
615. 

S. Liebmann Studio, New York City, 610. 

Walter FE. Spaeth 
N Y., 618-619. 

Display Associates, Hoboken, N. 

Brunn & Bertheim, New York City, 
623. 

pulkley, 
624. 

Leo Prager, Inc., New York City, 625-626. 

Capital Merchandising Company, Brook- 
lyn, 627-628. 

Frankel Associates, 
629-630. 

Kaytee Fabric & 
York City, 631. 

Doerr & 
632-633. 


Displays, (Corona, 
/s 620. 
622 


Dunton & Co., Inc., Corry, Pa., 


Inc.. New York City, 


Ribbon Company, New 


Associates, Portsmouth, Ohio, 


Henry Hanger & Display Fixture Com- 
pany, New York City, 636-637. 

Madisonia Manikins, New York City, 639. 

Korrect Way Displays, (Division of Amer- 
ican Fixture & Mfg. Company), St. Louis, 
640-641 -642-043. 

NADI Headquarters, 647-648. 

Harry C. 
649-650. 

Amplex Corporation, Brooklyn, 651. 

Kurt S. Adler, New York City, 652. 

Allied Display Materials, Inc., New 
City, 701-702-752-753. 

Creative Displays, Inc., Jersey City, 703. 

American Import Company, San Francis- 
co, 704-705. 

W. L. Stensgaard & 
(Chicago, 711-712-714-715. 

L. A. Darling Company, 
716. 

Twinkle 
719. 

Mittens Display Letters, 


77>) 


4 Ge. 


Cohen Company, Pittsburgh, 


Y ork 


Associates, Inc., 


Mich., 


Bre mson, 


Displays, New 


York City, 718- 
New York City, 


Showcard Machine Company, Chicago, 


423. 

Arts & Flowers Displays, Inc., New York 
City, 724. 

Columbia Display 
Brooklyn, 726. 

(;ustave 
727-728. 

Garrison-Wagner 
729. 

Select Flower & Display Company, New 
York City, 730. 

Garrison-Wagner 
731-732-733-734. 

True Displays, New York City, 7335. 

Arrow Display Philadelphia, 
/ 36. 

Constant & 
739. 

Park Lane Fabrics Company, Inc., 
York City, 740. 

Butler Paper New York Corporation, New 
York City, 741. 

Ben Walters, 
743. 

James 
pending. 

Standard Cellulose & Novelty Company, 
New York City, pending. 

Bois Smith Studios, 
pending. 

Bonafide Display & Decorative Company, 
New York City, pending. 


Materials Company, 


Rubner, Inc., New York City, 


Company, St. Louis, 


Company, St. Louis, 


Associates. 


Thor, Inc., New York City, 


New 
New 


Inec.. York City, 742- 


A. Cole Company, New York City, 
New 


York City, 






























































DISPLAY WORLD 















































Ln Nt e 
Li AY) 

aw = 
a PeN= 
: ene 
TET te 
Fein ‘ 
y= =. 
Zag 






















































































o 
£ 
be 

} 

O 
ze 

V) 

© 

o 
= 
“oO 

£ 
©. 
© 
a 
<x 
= 
ww 
© 
Lid 























Smaller Store 


OME years ago I was building interior 

displays for a department store where we 

had a definite problem; the mannequins 
we displayed on low platforms were con- 
tinually being damaged by small children 
playing around the department while Mother 
was picking out a dress from one of the floor 
racks. Many stores must face the same 
problem of broken hands, chipped faces, etc., 
and this sketch shows a unit we built at 
low cost so that the figures in each bay of the 
department could be raised about 24 inches 
off the floor. We found that this prevented 
the children from doing damage and at the 
same time the figures were high enough to 
spot the dress department from adjacent 
sections. 

(A) We used some lengths of ordinary 
2 by 4 lumber and after they were sawed 
into the required lengths the carpenter roughed 
up the edges and sides so that they could be 
given an antique finish; this was done by 
giving them a thin coat of dark oak oil 
stain and while it was still wet a little red and 
yellow oil color was blended in with a soft rag. 
The rail section was then nailed together 
and attached to the sloping side base made 
out of S-inch plywood and this was painted 
a soft beige with flat oil paint. 

The length of lumber on which the figure 
stands was faced with a piece of %4-inch 
plywood which enabled us to make a very 
attractive glazed finish with a little flat white 
paint. 

The three separate wavy-edged upright 
units were cut out of lengths of pine board 
and these were then painted medium yellow, 
with the one edge air-brushed with a shade 
darker yellow. 


The assembled unit was then adorned with 
some attractive modern design foliage and 
colorful artificial leaves. A smart mannequin 
completed the display. The cost was low, as 
the entire unit was built from on-hand scrap 
lumber. 


(B) This modern design screen which 
makes a useful display prop for many varied 
displays can also be built at low cost; the 
vertical wavy lengths and the round circular 
sections can both be cut of pine board on 
your band saw, with 1- by 1-inch lumber 
being used for the frame. The frame can be 
constructed in two or three sections hinged 
together and painted in a suitable seasonal 
color. 


(C) This smart modern design unit was 
used by Baskin’s specialty store in Evanston, 
Ill., and can be used in both interior and 
window displays. The unit they used was 
built out of lengths of wrought iron welded 
together, but this sketch shows how it can 
be built easily out of lengths of 1- by 2-inch 
lumber, lengths of dowel sticks, and a cen- 
ter panel of plywood. This center panel can 
be decorated with autumn leaves or spring 
flowers or faced off with squares of combed 
plywood as indicated in the sketch. 

While in Evanston I made the following 
notes relative to another good display seen 
there: 


Edgar A. Stevens’ store featured a window 
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By JIM KILEY 


with a sea-green paper background with two 
side panels made out of black basket-weave 
material. Two ladies’ large black fans were 
attached against the background with long 
lengths of white ribbon fastened to the base 
of each fan. 


In Chicago I paid a visit to the fabulous 
Marshall Field & Co. and noticed how their 
ladies’ fashion windows were treated with 
simple elegance; each window contained one 
exceptionally beautiful mannequin. A _ real 
artist had carefully picked out the soft colors 
used on the window backgrounds to blend 
with the colors in the garments on display. 
The only display props used were two sus- 
pended from the ceiling—modern design in- 
side-lighted lanterns. 

Another good display idea | noted was in 
a small window with ladies’ hats. Small 
brightly painted plant pots were filled with 
colored pebbles so that a length of dowel stick 
could be inserted in a vertical position to 
support a hat. Two copper leaves were wired 
on to each stick. 

On one of the ladies’ 
shadow-boxes near the elevators were es- 
pecially attractive; the inside of each box 
was painted soft green and sprays of thorn 
branches painted gold were installed in each 
one; ladies’ shoes were then displayed by 
being set on the thorn branches. A _ large 
book could be filled with all the fine displays 
used in this and the other fine Chicago stores, 
but space will not permit and I must get back 
to the subjects listed on this page. 

(D) This is another easy-to-build screen 
and in this case it is used to tell the important 
color coordination story: drapes, rugs, lamps, 
wallpaper, etc. 


fashion floors the 


(EF) This unit will tie in with our easy- 
to-build story; pine board lumber can be used 
and the assembled unit can be employed in 
many varied displays in both the store in- 
terior and windows. 





Merchandising Forum 


For POPAI 

Plans have been completed by the Point- 
of-Purchase Advertising Institute’s research 
and educational committee to hold a forum 
on point-of-purchase advertising at the 
Hotel Roosevelt, New York City, Wednes- 
day, December 8th. The panels will consist 
of users and producers of point-of-purchase 
advertising who will the funda- 
mentals of point-of-purchase advertising. 
A question and answer period will follow 
each panel. There will be a morning and 
afternoon session and a luncheon at which 
an outstanding speaker will be featured. 


discuss 


The forums will be open to anyone inter- 
ested in point-of-purchase advertising and a 
charge of $10 will cover the panels and 
luncheon. Panel members and the speaker 
for the luncheon will be announced at a 
later date. 

Edward K. Whitmore, president of Oberly 
& Newell Lithograph Corporation, is chair- 
man of the research and educational com- 
mittee. 














Show 
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sell 


more 


with 
motion 


by 


Ro ND AND ROUND SHE GOES... 
and where she'll stop, only we know! 
If you'd like to see where our beautiful 
ecdysiast* stops, write today for your 
free copy of “View More with Vue- 
More”. It’s a sensational new “hot” 
off the press booklet that shows ALL 
... tells ALL about this lovely lass 
... and incidentally, about America’s 
most complete line of turntables and 
motion devices. 
*strip-teaser, to you. 
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OR a promotion ot Edwardian apparel, 

which was the theme of the = spring 

opening at the Myer Emporium, Mel- 
bourne, Australia, Fred Asmussen, display 
director, used settings similar to the one 
pictured first. The automobile was a real 
one otf the vintage of 1903, and a section of 
window glass had to be removed to get it 
in place. The back-drop was painted in 
spring colors on canvas. White marble 
chips were strewn on the green floor of the 
window. The same theme was. carried 
throughout the men’s wear windows, with 
paintings of old cars held in Chinese red 
lacquer trames. 

An automobile is also involved in_ the 
second illustration, but by no means an 
antique. Mever's Displays, Inc., Boston, 1s 
using the Santa and reindeer on the top of 
its delivery wagon for the 1954 holiday sea- 
son. A spokesman for the firm estimates 
that more than 50,000 persons saw the dis- 
play within the first few days of its appear- 
ance in the city. 
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Display Here And There 


Many stores in Europe still use the “well” 
of former days, including the Kaufhof in 
Dusseldorf, where Hanns Burghardt 1s dis- 
play director. While space-consuming, the 
well does lend itself to dramatic display 
treatments on a giant scale. Here is how 
surghardt employed it jast spring tor a 
fabric promotion, with enormous papier 
mache figures draped in fabric on each 
floor, and with daffodils and other spring 
Howers in proportionate sizes. 

Papier mache trees and _ rabbit ballet 
dancers were used for a display of spring 
suits by Russell C. Kehrt, Jenny's, Cincin- 
nati. The ballerina in the center twirled 
about by means of a concealed motor, while 
ballet music was audible to passersby. 
Tulips, hyacinths, and similar’ seasonal 
Howers completed the window. 

Earl W. Pratt, Strouss-Hirshberg Com- 
pany, Youngstown, last spring converted 
a circular light area into this charming 
Valentines Day mobile. 


ie 
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Use the completely new Madi- 
sonia Manicaddy to save time while 
avoiding chips scratches and more 
serious damage! 


The small caddy actually slips under 
your manikin—you never have to 
lift it. The figure is held securely 
against soft padding by an elastic 
belt while it is rolled right into place. 
The dolly is only 14 inches wide and 
has a special stair climber as well as 
the finest ball bearing 8 inch wheels. 


The arms and hands are dropped 


into a removable bag and can not 
even scratch each other . . . $39.50 


And the big 62 inch caddy handles 
four manikins just as quickly, neatly 
and safely as the small dolly takes 
one. It is 22 inches wide with four 
5 inch swivel casters and can easily 
maneuver through the most crowded 
store and narrowest aisles. It also 
has complete padding protection 
and four hangers for clothes. In 
addition the big dolly is designed to 
carry large display pieces and signs 
with a minimum of effort . . . $89.50 


If you like to see manikins 
treated as ladies visit us in 
ROOM 639, Hotel New Yorker, 
December 11-16. 


MADISON 


NEW YORK — 152 West 25th Street 
CHICAGO — 11 South Desplaines 
DALLAS — — 3007 Canton Street 


America’s largest Manikin Refinishers 
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come up with a fresh display idea — always 
based on a Cheney, Greeff fabric, of course 
— which brings even jaded New Yorkers 
to a halt. 

The programming behind these window 


A Fresh Approach To Fabric Display 


HE block between Fifth and Madison 
avenues on East 53rd street, New York 
City, contains the Stork Club, inter- 
nationally known gathering place of name 
personalities, and right across the street 
from it the huge two-story display win- 
dow of Cheney, Greeff & Co., Inc., whole- 
The Stork con- 


fines its glamour very much within its walls 


saler ot decorative tabrics. 


to a select tew. but the ( heney, (;reeff win- 
dow 1s on view at almost all times to 
every passerby, and it’s a rare time during 


either day or night (up until one a.m., that 
is, when the lights are extinguished) when 
there aren't at least several people stand- 
ing in front of it, absorbing every detail. 

Credit tor the enviable reputation which 
the Cheney, Greeff window has gained dur- 
ing the tour years the firm has been at 4 
Fast 53rd. street goes 
William Meek, a free-lance 
decorator, and Albert Zellers of the Cheney, 
Greeff design department. 
or so they put their 


ny | 
‘| 


| 
\" 


|. 
la | ae 


= ® 
2 


re lees os, * 
‘ : Dee 2 


young 
designer 


Every six weeks 
together 


, 


displays starts with a preliminary confer- 
ence about three weeks before each change 
between Zellers and Albert Leach, Cheney, 
Greeff promotion director, on the fabric to 
be highlighted. If there is a current con- 
sumer ad or magazine publicity that lends 
itself to a tie-in display, the fabric in ques- 
tion is selected; otherwise a new fabric in 
the line, always a print, is chosen. The 
scale of the design and the colorings are 
carefully considered in making a choice. 
Next step is a meeting between Meek 
and Zellers, at which time the various ways 
in which the selected fabric can be most 
dramatically shown are discussed.  Per- 
haps a vignette-type display will be decided 
on, or a double display in which the same 
fabric is shown in contrasting formal and 
informal settings. Often the fabric is used 
as a wall covering as well as for curtains, 
and rarely is anything but material used 
tor a floor covering. This departure from 
the realistic, both designers believe, is well 
within the rights of a fabric house display. 
The theme and handling having been decided 
upon, Meek then does a rough pencil sketch 
ot the proposed display which he submits to 
Zellers. Perhaps a few minor changes will 
be made but in the main his ideas are fol- 
lowed. Color choices are made, other com- 
plementary fabrics (and sometimes. wall- 
[Please turn to page 88] 


—Props used in the Cheney, Greeff displays 

may range from old-fashioned coal stoves to 

classic statues. In the first photograph, the 

lighting fixture was made by Bill Meek .. . 

At the left, a “double” display — showing 

the same fabric in a formal and informal 
setting— 
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= Here’s “Sign Lan- | 
and here’s Thoms. 
J. Longstreet, whose 
_. speed in operation 
gives him the rank of 
_. . “Jet Pilot” with Printa-.’ 
sign! This letter speaks 
bp tor Neel 


PLEASE READ IT! ~ 


\K DEFGHI b/) 
INLMNOPORSTT VWXY 


eee MNORST? y 
da . a te 


Printasign’s '"3R's’... mean 


RENT! RENT! RENT! =, 
THE PRINTASIGN RENTASIGN PLAN 


MEANS THAT YOU CAN NOW BUY YOUR 
COMPLETE SIGN-SHOP MACHINERY AT 
A SMALL, CONVENIENT MONTHLY RENTAL! 








America’s foremost department stores are saving 
thousands of dollars a year in labor and 
overtime with Printasign! You too can now 
take advantage of the world’s most modern 

and efficient sign producing media by simply 
“signing up” with the Printasign Rentasign 
System. 


@ Check and Doublecheck these 
Outstanding Features: 


Mi No Capital Expenditure! 

“i No Tie-up of Funds! 

wi Full Purchase Option! All Rental Payments May 
Be Fully Applied Toward Purchase Price of 
Printasign System! 

i Your Present Sign Machinery Accepted at Sub- 
stantial Trade-in Prices! 

wi Free Storewide Sales Clinics! 


Coc rcrccccsccecceceeseseoese ee eeeeseeseesseeseeeeeeeeeseeeeee 


607 S. DEARBORN STREET 
CHICAGO 5, ILLINOIS 


PRINTASIGN 


For complete informa- Let’s meet “person-to- DIVISION OF REYNOLDS PEN CO. 


tion, without obligation 
on your part, mail the 
coupon... or better 


person” at the NADI 
Market Week, December 
11th thru the 15th. You'll 
find us ready to greet you 


At no obligation on my part, Tell Me More about the 
Printasign System and the New Printasign Rentasign 


— Rooms 536-537, Hotel Plan with purchase option. 


,  Saee 
New Yorker. 


Prin asign 


DIVISION OF REYNOLDS PEN CoO. 
607 S. DEARBORN ST., CHICAGO 5, ILL. 


FIRM NAME 





ADDRESS 





CITY & STATE 





MY NAME 
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—Fillmore Lash, display director of 
Globe Department Store, Los Angeles, 
as "Mr. Sports Illustrated,” with Lisa 
Davis, whe recently finished “The Long 
Grey Line" with Tyrone Power at Colum- 
bia Pictures. In past months Lash, be- 
sides his duties at the store, has ap- 
peared in tw> motion pictures, eight TV 
shows, and a stage production— 


—Howard A. Grebe (left) and Carl J. 
Miller prepare to put the finishing 
touches on a steak 6 feet long and | foot 
thick for a Falstaff Brewing Corporation 
float used in Omaha. They are em- 
ployed by G. A. Renze Company, of that 
city. Also on the float were a 9-foot 
bottle of Falstaff beer, a “pound” of 
butter in relative size, and sheaves of 
Nebraska grain— 


—This is Elmer L. Reibold, 
who is now a vice-president 
of W. L. Stensgaard & 
Associates, Inc., Chicago. 
He came to the firm from 
Hickok Mfg. Company, 
Rochester, N. Y., where he 
was vice-president and gjen- 
eral sales manager. In his 
new connection he will con- 
tact executives for several 
of the Stensgaard § ac- 
counts— 


—Taking a somewhat skep- 
tical look at display is 
Michael Hamberger, who 
has reached the ripe old 
age of six months. He is 
the son of Jerry Hamberg- 
er, of the New York City 
display firm of David Ham- 
berger, Inc.— 


—Russ Felzer, left, advertising man- 
ager of Holeproof Hosiery Company, 
Milwaukee, presents a Savings Bond 
to James Laur, manager, McCoy's, 
Waukesha, Wjs., and Mrs. Edna Graf 
of the store. Laur accepted the 
prize for Display Manager Frank 
Ciganek, whose window won first 
prize in its division in a Holeproof 
contest— 


—Another Holeproof award ($500) is 
presented by Max Robb (center), 
president of Lit Brothers, Philadel- 
phia, to Peter Shyne (left), display 
manager of the firm's 69th street 
store. At the right is Thomas B. 
Comerford, display director of Lit's— 





right at your tinger tips 


DARLING’S NEW YORK SHOWROOM 


Round out your trip to the N.A.D.I. show with a visit to Darling’s beautiful New York showroom, 
7th floor of the Marbridge Building on West 34th Street. You'll get a cordial reception from 
Darling’s experienced staff of merchandising and display authorities, plus an opportunity of personally 
examining sensational new Vizusell merchandising equipment 
and hundreds of other sales-tested display units that have made the Darling 
name a by-word in retail selling. Equally important, you'll find that 


} 
_4/ DARLING CO. 


Darling has the answers to your own particular display requirements. Ft a 


¢ 


NEW YORK CHICAGO LOS ANGELES 
47 W. 34th St. 222 W. Adams St. 1001 S. Figueroa St. 





+ 
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From Germany 


West Germany has made an amazing economic come-back 
since the war, and the nation’s display has kept pace with it. 
The old ability of the German displayman to make skillful use 
of geometrical figures and arrangements, the ease with which 
he combined a multitude of small objects into one or more mass 
patterns, and his posteresque treatments are still there, but they 
have been modernized and improved. 

Pictured here are the work of four well-known German 
displaymen. At the upper left is a window of shirts, by 
Waldemar Werner, Westdeutsche Kaufhof, Hohestrasse, 
Cologne, with a paper head in the style of Picasso as the chief 
property. 

At the upper right, Hermann Schlipphacke, Westdeutsche 
Kaufhof, Cologne, shows women’s blouses and skirts in a cafe 
setting. 

Center, a display of hosiery, by Hanns Simons, Kaufhof 
Munchen am Stachus, Munich. 


Lower left, crepe de chine fabrics are given a suggested 
(Chinese setting by Hanns Burkhardt, Kaufhof, Dusseldorf. 
Directly below, a shirt window by Hermann Schlipphacke. 
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i ALLIED DISPLAY MATERIALS, inc. 
New York 16, N.Y. 











THE ADJUSTABLE 


“SULY™ 


BLOUSE & SWEATER 
DISPLAYER 





AVAILABLE IN 
BLACK WROUGHT IRON, 
BRASS AND LUCITE 





BLACK & LUCITE Bust form that 


djusts with Lock- 
hn $500 <i 
~> 


EACH 
6 to a carton. 
$6.00 each less than 6. 


BRASS 


| 

+I $5.85 
Bs EACH 

a. 7 


6 to a carton 
$6.85 each less than 6 
Adjustable skele- 
ton on its own 


base. 


Waist holder aids in flaring 
of skirt; eliminates pinning. 


ALREADY SERVING THE DISPLAY NEEDS OF 
LEADING CHAINS AND SPECIALTY SHOPS. 
*“Anyone buying, selling, or ar Pago patented displayers through 


unauthorized distributors is liable to punishment under the laws 
governing patent rights. 


its PATENTED!” . . . it's SCIENTIFICALLY DESIGNED! AND THALL’S GOT IT! 


THE ADJUSTABLE 


“DAISY” 


FOR DRESSES & SEPARATES 
IN PLASTIC ONLY 


$5.00 


EACH 


6 to a carton. 


$6.00 each less than 


Adjustable Bust 

‘, Line and Hip Line 

: Creates “Mannequin 
Effect" 


Without Bulk! 


| NEW! All new Kiddies and Men's Shirt Displayer on the same 5 
8 PATENTED FORMULA. First Exclusive Showing will be at Factory 8 
g Showroom during Market Week, including the black and brass § 
8 'SUZY". See your Display Jobber for Full Details. : 
| 








MANUFACTURED EXCLUSIVELY BY: 


THALL PLASTICS, INC. 


153 CHAMBERS STREET 
NEW YORK 7, N. Y. 
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Display At 


F the or display 1n- 
dustry would hold an annual Oscar 
award dinner like that of the motion 

picture industry I am sure when the time 
came for the awards, modestly out of the 
audience to receive one of the prizes would 
come a bantamweight from Wichita 
packs a heavyweight display wallop. In 
less than two years at Henry's, Art Herndon 
has created a standard of excellence in 
men’s wear displays that would be an at- 
tribute for any business corner. 


display profession 


who 


To the buying public of Wichita and sur- 
rounding this location is known as 
Henry's corner in the downtown 
section. The sidewalk trafhc recognizes 
this spot not so much from the architectural 
distinction of the store but from the crisp, 
sharply executed window displays which are 
instantly recognizable as Henrys. 

Every dispkay installed, according to 
Herndon, must definitely stand out as no 


aTea 
business 
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\\ 
Henry's 


By BOB CLEGG 


less than a “Henrys window” which he 
explains by saying: “We feel in our locality 
the traffic has grown to spot our execution. 
We know that it is producing sales beyond 
any question, and [| am sure Henry Leavitt, 
president of Henry’s, and all concerned at 
the store will vouch for this willingly.” 

At this point I asked Herndon: “Could 
others adopt a plan paiterned after yours 
and get the same results?” 

“Bear in mind that what works in our 
case can be done any place, if management 
is willing to view display and newspaper 
advertising on an equal basis. Leavitt, in 
my opinion, is one of the few outstanding 
thinkers in the men’s wear industry who 
sincerely putting display and 
newspaper side by side, per- 


believe in 
advertising 


—Typical of the clean-cut displays used by 
Art Herndon, Henry's, Wichita, are the four 
pictured here— 


Corner. 


centage-wise. Without this thinking on 
the part of top management this plan might 
have hard going, but basically the display 
department in any store must establish an 
interest and keep plugging at it daily,’ he 
replied. 

Display at Henry's is separate from the 
advertising department but they coordinate 
on all special promotions and_ seasonal 
events, which makes their program the 
potent customer-getter that it is in Wichita. 
All clothing windows are on a_ ten-day 
schedule. Fashions, furnishings, boys’ wear, 
girls’ wear, and accessories are on a weekly 
change basis. Due to the constant arrival 
of exciting top-brand merchandise they work 
on short notice—a week in advance, with 
two or three weeks on special promotions 
and longer on seasonal events. All window 
interiors are painted a medium soft gray 
tone which picks up colored light nicely. 
All windows have the lights recessed behind 
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Ud. extend a mest de 
inuitation to i pee displaymen 
lo visit Koom 739, Hotel Vhew 
UYiker, Vlew Uork City, during the 
VLAD Y Spring Market Weel, 


December, 11-15, 1954. 


W. are certain that you will 
be thrilled with our many new items 


for Dyring and yen 


Caittant éx aie Boe, 
124 Chambers St, Vlew York City 7 
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a floor level valance, bringing the customer's 
vision further into the displays for greater 
perception. Clear spotlights are adjusted 
carefully to bring out the texture and fab- 
ric weaves of fine tailoring. 

Herndon and his capable staff draw their 
ideas to get the customers’ attention pri- 
marily from the merchandise and use props 
that convey the idea, such as a cupid cow- 
boy for Valentine’s Day, a dimensional wire 
circle for “Autumn Panorama,” and plaid 
bells for “Fireman Red.” Oftentimes Hern- 
don will enlarge a brand or symbol into a 
prop. Copy boards and focal point panels 
are also used to great advantage as in the 
straw hat and “Eyes on Black and White” 
displays pictured here. All windows have 
master floor cards and price tickets to con- 
vey complete information to the customer. 

In Henry’s display department most em- 
phasis is placed, however, on the handling 
of merchandise. Herndon feels that the 
difference between a good selling display 
or just a fair presentation depends greatly 
on the preparation of the merchandise. 
He strongly believes that even the simplest 
idea, if it has the touch of perfection, will 
make the display a selling window. His 
capable assistants, Harold Olsen, who han- 
dies the men’s wear display, Marvin Ives 
(boys’ wear, shoes, and gifts), Lyn Camp- 
bell (fashions and accessories), and Dick 
Tedlock (signs and helper), agree whole- 
heartedly with Herndon on the importance 
of handling merchandise properly, thus mak- 
ing the high standard easier to uphold 
throughout the store’s battery of windows. 

Henry's new suburban store is novel in 
design and will open in time for Christmas 
business. Underneath the second level will 
be a large free parking area with attendants 
to park the cars, but this is another story. 
We can, however, safely bet that Herndon 
and his staff will answer the challenge cf the 
new store as they have done so successfully 
on Henry’s corner, and will keep on pro- 
ducing winning displays. 





Adler Recovering 


After Operation 

Ralph Adler, D. G. Williams, Inc., New 
York City, is reported convalescing satis- 
factorily after undergoing major surgery at 
Mt. Sinai hospital on October 19. 


COMING UP! 


International Golden Rule Week 
National Association of Display 
Industries Market Week 

Bill of Rights Day 

Pan American Aviation Day 
Christmas Day 

March of Dimes 

Jaycee Week 

National Thrift Week 
National Crochet Week 
National Fur Care Week 
Youth Week 

National Freedom Day. 
Boy Scout Week 

Lincoln’s Birthday 
National Defense Week. 
Valentine’s Day 

National Cherry Week.. 
National Sew and Save Week 
Brotherhood Week. 
Washington’s Birthday 





Dec. 5-12 


Dec. 11-15 
Dec. 15 

Dec. 17 

Dec. 25 

_. Jan. 2-31 
Jan. 14-21 
Jan. 17-23 

.. Jan. 22-29 
Jan. 26-Feb. 2 
Jan. 30-Feb. 6 
...Feb. 1 
Feb. 6-12 
Feb. 12 
_.Feb. 12-22 
...Feb. 14 
_.Feb. 15-22 
Feb. 19-26 
Feb. 20-27 
Feb. 22 
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Your New York BUY 


Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 





American Fashion Museum 
16 West 77th Street 
CHARLES LEDERMAN, HISTORIAN 


Can furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 
promotion. Ask for information. Recommended by 


TR 3-9103 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-6848 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 





Bois Smith Studios 
228 West 39th St. LA 4-4492 


WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 





The L. J. Charrot Co., Inc. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 


DECORATIONS 
Imported Novelties, Settings 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 








The Display Equipment Corp. 
147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 


CORONET & WINDSOR 
MANNEQUINS 


Frankel Associates, Inc. 
56 West 45th St. MU 7-3434 


DISPLAY FABRICS & ACCESSORIES 


732 S. Wabash Ave., Chicago; 
424 Book Bidg., Detroit; 819 Santee St., Los Angeles 








Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 


Kalmo Textiles, Inc. 
123 West 44th St. JU 2-5185-6 


DISPLAY FABRICS, SATINS, SHEERS, 
AND MONKSCLOTH 





A. Lutz 


3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 


Papier Mache, Industrial Exhibits and Dioramas 





Metropolitan Mechanical Display Co. 
We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St. OR 5-1280 


Miya Company, Inc. 
39 East 28th Street MU 5-3511 
Manufacturers and Importers of 
Xmas Corsages — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 








Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — "It's a Natural" 





Thomas Pace Co., Inc. 
506 West Broadway GR 7-0778 


ARTIFICIAL FLOWERS & XMAS TREES 


Decorative Display Novelties 
Sell to Jobbers Only 


P.B. of New York, Inc. 


(subsidiary of B. B. Butler Mfg. Co., Inc.) 


Genuine "PEG-BOARD" Products 


Perforated panels and metal fixtures to help solve 
your display problems. Visit our showroom. 


1! West 42nd Street OXford 5-0088 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 











Louis Schneider Corp. 
6 East Secorid St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 


MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





David Hamberger, Inc. 
115 West 3ist St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 


It's Always MARKET WEEK in New York 
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When you come to N.A.D.1I. Spring 
Market Week in December, as you 
surely will, we cordially extend an 
invitation to visit our establish- 
ments, for no visit to New York can 
be complete without taking advan- 
tage of the facilities we offer to 
make your impending display pro- 
grams more effective than ever be- 
fore — for after all, Manhattan 
remains the display genius of the 
world. 

s 











MANHATTAN 





GENIUS 
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Chicago Display Club stein's, Houston, he was more recently in 
| Sees Color TV charge of display for Dickson & Ives, 
| Orlando, Fla. 

The Cypress Gardens display department 
will provide displaymen an opportunity to 
obtain, free of charge, beautiful color or 
black and white photographic blow-ups of 
feature shots of the gardens, and of the 
famous water ski shows. 


| The Chicago Display Club was the guest 
| of a Motorola color television show at its 

October meeting. A group ot 80 members 
' and friends saw the demonstration and 
| heard officials of Motorola explain the 
| techniques involved. The play seen was 
| “The Man Who Came To Dinner.” <A ques- 
| tion-and-answer period followed the presen- 
perm David Karner Joins 


. Bryan-Elliott 
Free Color Blow-Ups David A. Karner has joined Bryan-Elliott 
Made Available Company, New York City, creator and 

Florida Cypress Gardens Association, manufacturer of advértising displays and 
| Winter Haven, Fla., has announced several exhibits, in the capacity of creative director 
| recent developments in connection with its on November Ist. For the past five years 

new display program. Nelson C. Huber, he had been art director of sales promotion 
| Jr.. who has been in the display field for for Fletcher D. Richards, Inc. He has been 
| 17 years, has been placed in charge of the in the advertising and sales promotion fields 
new department. At one time with Battle- for the past 17 years. 


TRADE PERSONALITIES No. 139 bom by iaiiies 

















His RETAIL CAREER BEGAN WITH CLERKSHIPS AT SIEGEL-COOPER AND 
MACY'S, NEW YORK CITY, FOLLOWED BY ACCOUNTING AND SELLING AT 
HUDSON’ S,OETROIT. HE FIRST BECAME COAVINCED OF DISPLAYS 
VALUE WHILE AT LOOSE-WILES BISCUIT 

CO. IN 1915. DURING THE LINDBERG 

ERA HE OPERATED A SUCCESSFUL al 


FLYING SCHOOL. a’ me 
i © 
A ( 7amine A ALL (PORTANT f | 


FTER EXTENSIVE TRAINING 
IN ADVERTISING, SELLING & 
DISPLAY HE JOINED THE 

SALES STAFF OF MEYER BOTH 
C0., CHICAGO. IN 1949 HE 
ACQUIRED THE HOESTER SCHOOL, 
WHICH HAS TAUGHT DISPLAY To 


| THOUSANDS OVER NEARLY 
THEATRICAL BOARD | WALE A CENTURY, HIS THREE 
SONS ARE menaths ¢ OF THE 
KOESTER FIRM. 


wenn ey» | 

o/ 

neh fey » | 

Whena BIG idea calls for a BIG cardboard, Hoeeies: PIANO PLAVING, 
check up on Crescent 40” x 60 Jumbo STAMP COLLECTING, TAKING 
Poster Board. | COLOR Movies, FISHING ° 


Available in six colors. Crescent Jumbo 


























Boards are backed with a white facing ma- 
terial which increases the board's strength 
—makes both sides usable. 


Use Crescent Quality Board—for Jumbo 
Posters, Charts, Backgrounds, Displays, 
Theatre Frames, Photo Mounting. 


For pen, brush, print- 
ing, show card color or 
ink, 

Write for Samples. 
See your dealer Today! 


Reet s00 cansstans Co: President, THE KOESTER SCHOOL, Chicago. 
‘1240 K. Homan Ave., Chicago 51, tll. 
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ON REVIEW AT THE HOTEL NEW YORKER 


ART MANUFACTURING COMPANY 


1147 West Ohio Street Chicago 22, Ill. MOnroe 6-3500 
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VALENTINE’S DAY 


The first approach of Spring 
is Valentine's Day, and we 
have produced a line with the 
freshness and beauty of the 
season for your window and 
interior displays. 


Our salesmen are now on their 
way to see you with this better than 
ever line. Be sure to drop us a line 
and our salesman will call on you 
soon. 


S41I—Boy and Girl Valen- 
tine Vine 36" x 7". Red 
felt hearts (white and pink 
felt also available.) White 
hearts printed only in Red 
"To My Valentine’ with 
red edging. Boy and girl 
figures in white lace puff 
Red Stems. 

$412—Boy and Girl Valen- 
tine Spray 24"' x 23". De- $60.00 Doz. 
scription and colors same 5.95 Ea. 
as S4ll. 

S413—Boy and Girl Valen- 

tine Cluster 12"' x 10°’. De- $21.00Doxz. 
scription and colors same 12.00 

as S411. Sold in Dozen or For 6 
half dozens only. 


$48.00 Doz. 
4.50Ea. 


(Sener GENERAL DISPLAY CORP. 


DISPLAY GENERAL DISPLAY BLDG. 
KE 25 OPERA PLACE, CINCINNATI 2, O. 

















CHARM-LINE 


—the modern line of unique display papers and fabrics is now being manufactured under 
the ownership and management of David L. Opperman, president of Columbia Display 
Materials Co., Brooklyn, backed by twenty-five years’ experience in the creation and 


manufacture of display papers and fabrics. 


THE FOLLOWING ARE THE MOST POPULAR NUMBERS FEATURED BY CHARM-LINE 
FOR SPRING AND SUMMER 


e Charm-Lawn Cloth e Gravel Cloth and Paper 
e Charm-Grass Paper e Cork Cloth and Paper 
e And Many New Designed Papers 


The entire line will be on display during NADI MARKET WEEK, December 11-15, in Room 726, 


Hotel New Yorker. Your inspection is invited. 


CHARM-LINE MATERIALS, INC. 


179 PACIFIC STREET e BROOKYLN 2, N. Y. 




















USE THE 
i q N D 0 Ww D I S Pp LA Y OPPORTUNITY EXCHANGE 
M A T E R I A L ny — Saminaee seamenre 
BECKER SIGN SUPPLY CO. USED DISPLAY EQUIPMENT FOR SALE 


319-321 N. Paca St. Baltimore 1, M@ $4.00 Per Column Inch — CASH WITH ORDER 
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Automatic On-Off Control 
Needs No Manual Resetting 


A full week’s scheduling of automatic 
on-off control of electrical devices, for year- 
‘round use, has been made possible with 
the introduction of the Tork seven-day dial. 
This new addition to Tork Clock Company’s 
line will permit the programming of opera- 
tions without the need for manual control 
to alter schedules as daily needs require. 

The dial is sectioned and marked for 
each day of the week, with each of the 
sections slotted to accept programming 
tabs. Divided and marked into two-hour 
periods, at even hours, there is a total of 
84 slots. The Tork switch is installed into 
the line controlling the electrical device, and 
unless altered, is always in the “off” posi- 
tion. Tabs are inserted into the slots for 
the hours that “on” operation is required. 
As the slow-moving dial rotates, the tabs 
reaching the “on” contact close the circuit, 
turning the lights or device being controlled 
“on.” When the last tab passes the switch, 
pressure is removed from the contact and 
the Tork returns to the normal “off.” 

The new dial enables users, with one set- 
ting, to program operation of electrical units 
to any schedule desired. For example, stores 
can now set their lights to go on weekdays 
and Saturday at 8 a. m. and off at 6 p.m. 
three days a week, 8 p.m. two other days, 
and 10 p.m. on another. At the same time, 
lights can be kept off all day Sunday by 
not inserting tabs in the Sunday section of 
the dial. 





Display, Motion Combined 
In Novel Catalogue 


Brevel Products Corporation, New York 
City, has devised a novel catalogue to pro- 
mote its line of “Vue-More” motion dis- 
play devices, utilizing both motion and dis- 
play, the two ideas it advertises. 

Designed in the form of an _ oversized 
matchbook, the catalogue tells its story ina 
series of strip-tease photographs of a pretty 
model standing on a rotating turntable. On 
the back of each picture is an illustration 
and description of each unit of the Brevel 
line. Thus the twin ideas of motion and 
display are incorporated in the promotion. 

The catalogue is being mailed to all the 
firm’s customers and to selected prospects, 
including display jobbers, national adver- 
tisers, chain stores, and large retailers. It 
is anticipated that the distribution will 
reach a minimum of 100,000. Brevel is 
making the matchbook available to its dis- 
play jobbers on a cooperative basis for dis- 
tribution by them to their customers. Im- 
print space is provided on front and back 
covers. For information about obtaining 
copies of the catalogue write to the firm at 
214 Sullivan street, New York City. 





John Cooke On Road 
With Display Lines 

Formerly display director for many years 
at Coulter Dry Goods Company, Los An- 
geles, John Cooke is now traveling as a 
sales representative for several non-com- 
petitive California firms. He expects to 
cover portions of the mid-West and South- 
west. 
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See Our New Spring Designs and Creations 


R ; PB smuic Inc. 


I5 East 22nd Street, New Yerk 10, N. Y.—GR 7-3650 


During the Display Market Week December I[1th 
through 15th at the Hotel New Yorker, New York. 
Room 541 





“SHOW «+ SHOWS”... 
en by MAHARAM 


en Her, ) OW a; on display at the... 
bs ABCD —\| HOTEL NEW YORKER 


ROOM 524 « DEC. 11-15 


See “ZULUMOBILES” 
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Fabulous Fabrics ror? 














NEW YORK: 130 West 46th Street 
CHICAGO: 115 So. Wabash (Wurlitzer Bldg.) 
LOS ANGELES: 1113 So. Los Angeles Street 


DECEMBER, 1954 








IT'S TRUE! BS oe 


. sr of. Glens=Falls: 
a6 SOUTH GLEMS FALLS "7 BOLTON ro 


We build 7 a ROL FAMILY BANK. - 
‘ aS DE PAYS bo see FIRS. "we Viton a 
a BETTER Display i go ey AS ge 
TURNTABLE 


and the world 
(display, that is) 


is beating a 
path to our doore 

















Animated Exhibits 


By MAX TUPPER, Tupper Sign & Display Service 
Glens Falls, N. 


~~ 
‘ Et > * 

Comdus amt re 
sas a 


| WO different mechanical displays for two = displays with three-dimensional models depict- 
it tn banks were used at the Tri-County ing the various bank services. The platforms 
Home Show in our local armory recently, were mounted and balanced in such a way 
with excellent response from those who saw that as the ring carried them around, they 
them. Fortunately, the officials of each bank always remained facing front. 
liked its respective exhibit the better of the \Within the ring, and revolving in the oppo- 
two. 
—The intricate motion for the First National 
Bank display is explained in the text . . . Four 
os separate scenes were provided for the Glens 
set at a 45-degree angle and revolving counter Falls National Bank exhibit, each appearing 
in sequence as the curtains opened and 
the ring were ten platforms holding individual closed— 


The first National Bank display, seen above, 
consisted of a revolving ring S feet 11] diameter. 


clockwise at about rpm. Spaced around 


At this low cost you can use many extra KM OX KA 


ROTASELLERS to bring a | ) 
indow, fl i - . | 
and increase. sales, The rugged cor 3 GLENS FALLS 
; ; ae” : - | si 
holes to make ® entre adaptable Ser | NATIONAL BANK AND TRUST COMPANY 


mounting a variety of displays . . . one 
piece of jewelry, full-sized manikins, toys, 
cosmetics, appliances, or up to 200 aa 

pounds of hardware. Off-on suitch, No | Enjoy the ( Convenience 
batteries. Extra long lead-in wire. 115 be | ODERN 1 APPLIANCES 
V., 60 cyl. No exposed gears. Com- | 
pletely life sealed in grease. Full year 
guarantee. Precision ball bearings. 3 rpm. 


SOLD THROUGH BETTER JOBBERS 


Designed, Manufactured and 
Gucranteed by 


Ulrich Bros. 


2923 AGNES CORPUS CHRISTI, TEXAS 


| 
j 
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\ 
New York Market Week ! 


DECEMBER 11th to DECEMBER 15th 
HOTEL NEW YORKER, ROOM 724 


: Showing hr Vew . = for: 
eCRUISE WEAR eSPRING eEASTER 


— Imported Reed Novelties — Flowers 


— Natural Foliage — New Low Priced Rubber Plants 


2 


Ml; 
at 


— Blossomed Trees and Branches 


_ and FLOWERS" DISPLAYS, Inc. 


Ma tur @ /mporters @ Creator: 


43 West 56th Street, near 5th Ave. 


New York 19, N. Y. Wi 


“U.S. Reg. Trade Mark KR SAS 


-- 





eM Fest 


PLASTIC MANIKINS 
showing the NEW SHAPE” 


For displaying at its best advantage, clothes with the New 
long torso—high round bosom, and gentle contours. By one of 
the world's largest manufacturers of plastic mannequins. 








Weigh Only 12’ Lbs.! FLAIR Plastic Manikin Co. 


Only FIBRE GLASS CLOTH Used 15 West 18th St., New York City 
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Ask for it by name at 
your nearest Suppliers, but 


remember say Reycurv. 

















Portable FLOCKING GUN 


Do Your Own FLOCKING in Your Own Store 


A handy plug-in Portable Flocking Gun, for any object or any 
occasion. Do it in your own shop, no special spray room, air tank 
or compressor is needed. Carry it to any outside job, use it any- 
where. Uses cotton, nylon, rayon, fluorescent flocking material 
and glass glitters. A wide range of uses. 

Flocking Kit includes: Portable Flocking Gun e All- 
Purpose Sprayer tor Adhesive e@ 1] Quart 


of Adhesive @ 1 Pound Each of White, § 95 
Pink Flocking Material 


Prices FOB SEATTLE 


DAVID L. JONES Wholesale Floral Co. Portable Flocking 


1401 9th Avenue Seattle 1, Wash. Gun, Only... $29.95 











64 








site direction, was a model home 3 feet long. 
Under its platform, and revolving with it, 
were red lights which played on the fluted 
pedestal and upon crumpled aluminum foil 
which covered the floor around the pedestal. 
This, along with a soft green floodlight which 
illuminated the entire display from above, 
gave a very pleasing effect. 

Behind the display was a sign with half- 
inch thick raised letters and cut-out bank 
photographs. This was lighted from below by 
fluorescent strips concealed behind the ring. 
Bank officials provided appropriate copy for 
the service displays which, radiating out from 
the model home center-piece, tied in com- 
pletely with the Home Show theme. 


After the show the unit was moved into 
the bank lobby, where it was displayed for an 
additional three weeks. Both this exhibit 
and the one described below received excellent 
press publicity. 

For the Glens Falls National Bank & Trust 
Company a small mechanical theatre with a 
revolving stage was built to show four differ- 
ent displays at intervals of about 20 seconds 
each. The curtain closed automatically between 
each scene, and footlights momentarily flooded 
the curtain when closed. When closing, the 
curtains never actually stopped moving, but 
lapped over each other at the center for 
several inches. The stage was timed to 
revolve one-quarter turn in the few seconds 
that it took the curtains to lap and unlap. 

The change was very rapid, and the de- 
velopment of the technique was the result 
of many trials and errors. The end result 
suggested a bit of magic and brought such 
comments as “Where did that come from?” 
and “Where did the other one go?” 

In fact, some persons missed the change 
completely, walking away as the = curtain 
started to close, expecting it to open again upon 
the same scene; if they did stay for the second 
scene, they often missed the third or fourth, 
apparently thinking there surely could not be 
any more. Contrasting color schemes in each 
consecutive scene added to the startling effect 
each time the curtain opened on a new setting. 

The stage opening was approximately 4 feet 
square and the theatre was about 10 feet wide, 
10 feet deep, and 7 feet high. It was closed on 
the sides and rear to conceal the scene-chang- 
ing method. No movement other than the 
curtains opening and closing could be seen. 
The display was completely automatic and ran 
as much as eight hours a day unattended. 


Some improvements have been made on the 
theatre since its use at the Home Show, 
including a slip-ring on the stage so that 
animated scenes can now be used instead of 
the stationary ones employed previously. 





Ciliberti Rejoins Blum's 
As Display Head 


Michael Ciliberti, formerly with Blum’s, 
Philadelphia, some years ago has rejoined 
the firm as display director. He had been 
in charge of display for the Philadelphia 
unit of Franklin Simon & Co., and at one 
time was with Bonwit Teller, of the same 
city. 

Mrs. Jayne Sims, who had been head of 
Blum’s display, will make known her plans 
in the near future. She is the wife of John 
Sims, display director of Milgrim’s, New 


York City. 
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YOU CAN 


SAVE MONEY 


ON THESE PRECISION BUILT KNOCK-DOWN COUNTERS 


enna ee 








ee 
ee 


Precision built in one of the oldest and finest store 


fixture plants in New England, established 1898, nation- 











ally known for high quality cabinet work. 


Each knocked down counter, 30” high x 30° wide x 5’ 


in length, has 5 carefully machined interlocking parts 





easily assembled in 10 minutes. Screws are furnished 


for pre-drilled holes. 


Material five-ply pine plywood with whitewood edg- 


ings. All sanded and primed for your finish coat. 


$69.50 


ee ae Packed in individual cartons f. 0. b. plant. 
& FIXTURE CO. 


385 PUTNAM AVENUE, CAMBRIDGE 39, MASS. 








BE sure To visit Nat Siegel DURING MARKET WEEK 
DECEMBER 11-15 


See the Sensational New Line of 


Tymphette Mannequins 


THE FASTEST SELLING MANNEQUINS IN THE COUNTRY 


SPECIAL FEATURE: The Newest Innovations in 
WROUGHT IRON FIXTURES 


You must come and see this entirely new line 
y ob, * Where Display oe OD Whet E 


Three Showroom Floors at Display Headquarters 
39 WEST 37th STREET BETWEEN 5th & 6th AVENUE 
Inc. NEW YORK 18, NEW YORK 
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See the new... 


SIGNMASTER 


at Room 723 


Hotel New Yorker 


NADI 
Market Week 


December 11 to 19 


1196 Merchandise Mart 
Chicago 54, Illinois 











LEADING CHAIN STORES AND DISPLAYMEN 


a 
STAPLES 


TO FIT ALL TACKERS 


@ Presto Staples are the finest made 

@ Guaranteed not to clog your machine 
®@ Precision made 

@ Guaranteed not to fall apart 

@ Returnable if not 100% satisfied 


- For use in: 
ANSEN_ | ae ae 
naw ero 
DUO-FAST — 3/16", 1/4", 3/8" 
SPEEDMATIC — 3/16", 1/4" 
SENCO — 1/4" 
ARROW — 1/4", 5/16" 
COMET — 1/4" 

5.000 Tackpoint staples per box 


- 


California Free Lances 
Elect New Officers 

Election of officers tor 1955 took place at 
the October meeting of the Southern Cal 
turnia Free Lance Display Guild. The or- 
ganization also celebrated its sixth anm 
versary at the same meeting. 

Shown in the accompanying photograph 
are the tollowing: Seated, left to right, Hal 
Warner, outgoing publicity director; Jerry 
Switzer, outgoing secretary who now takes 
over publicity; John Denise, tormer presi 
dent and new board chairman; Chad Win 
sor, new president; Edward Bien, new vice 
president. Standing, Henry Jabak, incom- 


ing sergeant-at-arms; Jack 


former sergeant-at-arms: Leonard Berman, 


outgoing board member: Dave Marcus, re 
elected treasurer, and Dick |eFrancis. out 
going board chairman. 





Thompson, 


Goldsmith Introduces 
New Adjustable Figure 

“Berkleigh Adaptable” is the name given 
an entirely new mannequin just being intro- 
duced by Goldsmith & Sons, 330 Broome 
street, New York City. A simple turn of 
the body is said to make possible any num- 
ber of action poses and posture changes 
without distortion. There are no “gadgets” 
involved. ; 

The new mannequin comes in 20 high 
style models, in juniors and misses s1zes, 
with a complete selection of wigs in popular 
coiffures. The figures are made completely 
ot plastic, “Fibreglas” backed, and polyester 
resin. They are guaranteed tor a_ period 
oft five years. Goldsmith will show the 
mannequins during Display Market Week 
in New York City, December 11-15. 














—This display by Allan L. Schwartz, Jackson's, Oakland, Calif., featured various bathroom acces- 

sories. The wire figure was black and held brilliantly colored washcloths of yellows and orange. 
| The table was of terra cotta tile and displayed various implements of a modern bathroom. Swedish 
| hanging lanterns were used, one white and the other painted rattan yellow to match the walls. 
| Sand and small seashells were on the floor— 


PRESTO STAPLE CO. 
525 Broadway, New York City 
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1954 


DISPLAY WORLD INTERNATIONAL 


DISPLAY CONTEST 


DISPLAY WORLD'S big contest for 1954 
got under way January 15. Decide now 
to take part. There are 98 merchandise 
and service classifications, and every dis- 
playman is eligible for the plaques and 
medal awards. This Fifth International 
Display Contest — with 306 awards — will 
continue to prove an incentive to still better 
display throughout the world and to reward 
outstanding displaymen with tangible evi- 
dence of their ability. It is our belief that 
this recognition of meritorious work will bene- 
fit the entire profession, and we view it as 
one of our obligations to the field we serve. 
All displaymen are invited to participate. 


There are no restrictions. 


CLASSIFICATI 


. Women's and Misses’ eve- . Notions. 
ning wear. . Linens, bedding. 
. Women's dresses. . Furniture. 
. Women's sportswear. . House furnishings. 
. Women's coats, suits. . Paints, Wallpaper. 
. Furs. . China, glassware. 
. Bridal display. . Silverware. 
. Lingerie. . Toys. 
. Millinery. ' Luggege. 
. Women's footwear. . Sporting Goods. 
. Women's hosiery. . Musical instruments. 
. Handbags, umbrellas. . Radios, television sets. 
. Women's gloves, accessories. . Gift novelties. 
. Jewelry . Books. 
. Handkerchiefs, blouses. . Stationery. 
. Corsets, surgical garments. . Greeting cards. 
. Women's bathing suits. . Drugs. 
. Cosmetics, perfumes, etc. . Tobacco, smoking 
. Children's apperel. equipment. 
. Children's footwear. . Groceries. 
. Children's hosiery. . Candy. 
. Infant's wear. 
. Men's clothing. . Refrigerators. 
Men's shirts. . Ranges. 
. Men's neckwear. . Laundry equipment. 
. Men's hats. . Lamps. 
. Men's shoes. 
. Men's socks. 
. Men's underwear. 
. Men's swim suits. 
. Men's sportswear. 
. Men's toiletries. 
. Men's robes. 
. Men's evening wear. 
. Men's gloves. 67. Automobile accessories 
. Yard goods. and equipment. 


-A. Maior appliances. 

. Vacuum cleaners. 

. Kitchen equipment. 

. Garden tools and 
equipment. 

. Hardware. 
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. Liquor, other bottied goods. 


. Electric and gas appliances 


. Automobile showrooms. 


98. 


. Florist display. 

. Photographic equipment. 
. Optical goods. 

. Exhibit booth. 

. Exhibit display. 

. Institutional display. 

. Civic display. 

. Christmas interior. 

. Christmas facade and 


marquee. 


. Christmas window display. 

. Floats. 

. Showcards, pen-lettered. 

. Showcards, machine-lettered. 
. Showcards, hand-lettered. 

. Banks and other service 


institution display. 


. Travel display. 

. Animated display, interior. 
. Animated display, window. 
. Anniversary display. 

. Valentine Day display. 

. Easter display. 

. Mother's Day display. 

. Cotton Week display. 

. Father's Day display. 

. Independence Day display. 
. Thanksgiving Day display 
. Style show setting. 

. Interior ‘‘shops"’, such as 


“Town & Country", "Bud- 
get’’, etc. 


. National advertiser's display. 
97. 


National advertiser's display 
unit. 
Miscellaneous. 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, cincinnart1, on10 
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Top awards will be beautiful gold, silver and 
bronze plaques, and there will be gold, silver 
and bronze medals presented in each of 98 
classifications covering every type of mer- 
chandise. In addition, a gold medal will be 
awarded each month for the best display 
entered in the contest during that month. 
Thus there will be a total of 306 awards. 


Every displayman, no matter where, is invited 
to participate in this contest. There are no 
strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. 
Read the rules carefully and get your entries 
started today ... and keep them coming. 
The more entries submitted, the better your 
chances for international recognition. 


1. Any displayman in the world may enter this contest 
it is mot necessary to be a subscriber to DISPLAY 
WORLD. 

All entries must be of displays installed during the 
year 1954. 

Entry is by means of one or more unmounted black- 
and-white glossy photographs, preferably 8 x 10 
inches in size. As many entries may be made as 
desired. No entries will be returned. 

Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dexter 
6 Sons, Kansas City, Mo. Classification No. 74’. 

All entries become the property of DISPLAY WORLD. 
All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

Entries may be submitted at any time. All entries 
received during a given month will be judged for 
the monthly gold medal award for the ‘Display of 
the Month”. The contest ends December 1, 1954. 
The entry judged best in its classification will re- 
ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and a 
bronze medal. The entrant who receives the great- 
est total number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a gold plaque; the third greatest total number of 
points a silver plaque, and fourth a bronze plaques. 
Each photograph entered will be eligible for only 
one classification. 

- Judging for the annual awards will be done by an 
outstanding board of well-known display authori- 
ties. Their decisions will be final. 

1l. Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of 
DISPLAY WORLD. Their decision will be final. 

12. In case of a tie, duplicate awards will be made. 
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New York Display Group 


a ® * | 
—— ewer agse el of the Dis- They e all doing It! 


play Division of the Federation of Jewish 
Philanthropies of New York City, has an- 

nounced that his industry has scheduled its | 
annual dinner in behalf of the Federation 
for December 2 in the Sky Garden of the 
St. Moritz hotel. The vice-chairmen assist- 
ing Goldsmith are Arthur Cohen and Julian 
Hirschfeld, the associate chairmen are Lizzi 
Gruenbaum and Robert Fagen, and the 
treasurer is Max Maharam. 

A partial list of the executive committee 
includes Alvin Brown, Hyman J. Finkel- 
stein, Helen Freiden, Ruby Goldberg, Mil- 
ton Goldstein, Joseph Grossman, Leslie Levi, 
George Messer, Harry Nadler, Gene R. 
Palmer, Joseph Shenker, and Chester | 
Thomson. 

The display directors’ committee for the 
dinner is made up of John Foley, Harry 
Freund, Beniamin Gladstein, Murray Gut- 
terman, Sol Katz, Abe J. Markowitz, Her- 
bert Martin, Emanuel Miller, Michael J. 
Nedzbala, Sidney Ring, John Rosenberg, 
Sidney Sherman, and Senya Tropp. 

More than 30 other key figures in the 
industry are on the division’s sponsors’ 
committee. 

Proceeds of the annual Federation main- 
tenance campaign will be used to support 
the network of 116 institutions which an- 
nually serves 575,000 men, women and chil- 
dren of all races and creeds. Services are 


weet i os otonial ant est Why don't you take the few minutes 
to the aged and community centers. to walk over tO our showrooms for the 
Win Three “Awards newest in spring ideas... youre more 


Displaymen of Ohio Edison Company have 


been awarded all three prizes in their than welcome. 


classification of a national display contest 
sponsored this summer by Westinghouse. 
The contest was held in connection with a al 
“Beat The Heat” promotion of various 
types of room air conditioners. . * 

Three prizes were awarded in each of two r ric 
classifications. The first class was made up GcVvVi G mM erge , 4 * 


ot entries from appliance stores and the 


seco ( De » S oh ; 2 = 

= aaa stores, furniture stores 17 5 WEST 31ST STR EE T N. Y. Cc - NE Ww Y oO R K 
J. S. DahImann of Ohio Edison’s Spring- 

field division won first prize of $300 gee 1 Block Off 7th Avenue 

second class. W. H. Stuntz of the com- 

pany’s Lake Erie division won the $200 

second prize, and J. W. Hoogerhyde of the 

Akron division placed third for the $100 


a | PLASTIC EYES 


SOURCE SERVICE BY BUTTERFIELD 


If in any of the illustrations in DISPLAY Will enhance the appearance of your manikins. 
WORLD you see some property, fixture, Natural looking — Unbreakable 
































mannequin, or other display equipment 
which interests you particularly, we will be SAMPLE SELECTIONS SENT ON MEMO. 
glad to supply you with the source from PRICES ON REQUEST 


which it can be obtained. Just address your 


inquiry to the Editor, DISPLAY WORLD, 


Cincinnati 1, and it will have prompt atten- GEO. H. BUTTERFIELD & SON 


tion. 810 S. W. 9TH AVENUE PORTLAND 5, OREGON 
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GLASS MIRRORS 


DON'T PAINT 
— PARAFLEX 


PARAFLEX glass mirrors cover any 
surface, no matter what the size or 
shape. Send for an estimate or send 
vour original sample. We will cover 
it for a very nominal charge. Samples 
at ail times are your exclusive property. 


Write today for information 
PARALLEL MFG. CORP., Dept. H 


109-1 T 1 E. 28th St., N.Y. 16, N.Y. 
LExington 2-8835 

















See the new... 


SIGNMASTER 


at Room 723 


Hotel New. Yorker 


NADI 
Market Week 


December 11 to 15 


1196 Merchandise Mart 
Chicago 54, Iilineis 





xebatehars Comment 


(Continued from page 24) 


If his store is lighted by gas and he wishes to 
get better light and is particular about the 
effect, recommend incandescent light. Before 
locating the lights, find out how many gas jets 
in his store are in actual use on ordinary 
occasions; this will give you an idea as to 

the minimum number of 16-candlepower (equal to 
present-day 20-watt...Ed.) lamps he will require. 


"A well-lighted store...one 16-candlepower 
lamp for each 500 cubic feet...lights suspended 
on drop cords, clusters or chandeliers...about 
7 or 8 feet above the floor...shades and re- 
flectors are not necessary, and are only used 
for decorative purposes." 


All of which makes one wonder how the 
people of the year 2004 will regard our present 
store lighting systems. They will probably 
consider them just as crude, and with reason, as 
we now regard those of 1900... 


The peculiarities of our present calendar, 
which interfere with the efficient operation of 
business, finance, government, and especially the 
budget, promotion, and sales-comparison routines 
of retail stores may be on the way out. A World 
Calendar plan was proposed before the Economic 
and Social Council of the United Nations last 
summer and the various member governments have 
been asked to express early in 1955 a pro or con 
opinion on its adoption. Under this 12-month 
year the quarters would be equal: each quarter 
would have exactly 9l days, 15 weeks, or three 
months; the four quarters would be identical in 
form. Each month would have 26 weekdays, plus 
Sundays. Each year would begin on Sunday, 
January 1; each working year would begin on Mon- 
day, January 2. The calendar would be made 
perpetual by adding a holiday, "Worldsday," in 
the place representing December Sl. Every fourth 
year a similar holiday would be added at the 
end of June. Displaymen would undoubtedly find 
such a stabilized calendar a real blessing. There 
is a chance it might be adopted on January l, 
1961, when New Year's under both calendars falls 
on the same day... 


Cordially yours, 


ag a a 
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"FABULOUS" IS THE WORD 
FOR THE NEW SACHS 


[Continued from page 27] 


feeling of space in the circular room is at- 
tained by the use of mirrors, extending from 
the floor to the concave-dome ceiling in 
bone-white pulled acoustical plaster. A circular 


gray rug, edged with white banding, covers | 


the floor. Walls are blue-gray mist, accented 
with bone-white shuttered doors. Vibrant 
colors are used throughout the store — lemon 
peel, chartreuse, canary, bisque, Swedish red, 
charcoal, and a lot of black. The cashiers’ 


counters are copies of a bar in a Las Vegas | 


hotel. 





Booklet Lists Dates 
For 1955 Special Events 


“Special Days, Weeks and Months tor 
1955,” listing more than 400 business pro- 
motion events, legal holidays, and religious 
observances, is the title of a booklet re- 
leased by the Chamber of Commerce of the 


United States. The 48-page publication is | 
said to be the most complete listing of | 


special events available. 

The booklet lists the events both alpha- 
betically and by date, giving the name and 
address of the sponsoring organization as 


well as the purpose and description of each | 


special day, week, and month. 


Primarily printed to help businessmen, | 
“Special Days, Weeks and Months” makes | 


it possible for retailers, wholesalers, manu- 
facturers, advertising agencies, newspapers, 
radio, and TV stations to tie in their pro- 


motion plans with national celebrations. | 
Chambers of commerce and trade profes- | 


sional associations have found it particu- 
larly helpful. 

“Special Days, Weeks and Months of 
1955” may be obtained for 25 cents per copy 
from the Chamber of Commerce of the 
United States, 1615 H street, N.W., Wash- 
ington, D. C. 


Knock-Down icine 


Placed On Market 


Joslin Showcase & Fixture Company, 385 
Putnam avenue, Cambridge 39, Mass., has 
introduced knock-down counters which can 
be assembled easily in as little as ten min- 
utes. Each counter is 30 inches high by 
30 inches wide by 5 feet in length and has 
five carefully machined interlocking parts 
with pre-drilled holes for screws. The ma- 
terial involved is five-ply plywood with 
whitewood edgings, sanded, primed, and 
ready for the finish coat. A _ considerable 
saving in cost 1s said to be made possible 
through the knock-down units. Full details 
will be sent on request. 








SOURCE SERVICE 


If in any of the illustrations in 
DISPLAY WORLD you see some prop- 
erty, fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you 
with the source from which it can be 
obtained. Just address your inquiry to 
the Editor, DISPLAY WORLD. Cincin- 


nati 1, and it will have prompt attention. 
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See Butler's Fully 
Color Co-ordinated 
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COLORS caressed seemless 


MORE BASIC IDEAS 


FOR BETTER, MORE BEAUTIFUL DISPLAYS. 
And all Sunfast, easy to work with — no paper waste. 


BUTLER PAPER NEW YORK CORP. 
655 MADISON AVE., NEW YORK 21, N. Y 


Please rush me my FREE Color Swatches of Butler's Color 
Co-ordinated Sunfast Seamless, Textured, Show Cards, 
Stripes, Waffle Weave and Bricks, and the name of my 


nearest authorized Jobber. 
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The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET @e LONG ISLAND CITY 1, NEW YORK 
EXeter 2-3890 
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DISPLAY IN VIENNA 
[Continued from page 29] 


(2). The value of the display in regard 
to advertisement: in this instance the close- 
ness of the display to the mind of the 
looker was judged. (The second prize 
went to a _ steel cutlery store for that 
reason. ) 

(3). The esthetic viewpoint: loud commer- 


| cial display methods were opposed. To cre- 


ate public interest, good execution of a well- 
designed display subject was most highly 
valued. Here, two fashion shops did best, 
both combining Vienna waltzes with light 
and elegant Viennese dancing dresses. 

(4). The eye-catching moment: the rating 
of the eye-catching properties of the dis- 
play against the esthetic appeal narrowed 
down the field of possibilities very much. 
(Shops with many small objects were handi- 
capped compared to those with only a few 
large-size objects. The window of a well- 
known optician had to give up eye-catching 
efforts in order to offer a more esthetic 
view. ) 

(5). The difficulty of the display: in this 
last group, the first consideration was the 
size (length, height, width, and angle of 
floor and ceiling of the window space). 
Narrow-front windows were given — when 
the other four points were equal — the 
advantage over a wide-front window, where 
display is considered much easier. (A 
small retail tobacco store thus won a better 
prize than many other equally good win- 
dows, because of the unfortunate basic 
layout of the display area.) 

Jury members received charts with 200 
numbers printed in the first column, with 
type, name, and address of the shops. Fol- 
lowing in columns were the points listed 
above from one to five. Each juror could 
award between zero and ten points for 
each category for any shop. Upon finishing 
this tour of inspection the judge listed the 
shops with the most points tallied as his 
choice for winners. 

Then all nine jurors met in a closed 
session to make the final tabulations. Ex- 
cept for some variety in order of the choice 
of the top scores, the majority of the jurors 
were fairly unanimously decided on winners. 
The points per shop for every juror were 
added up, thus the winners were established 
by the Austrian Federal Ministry of Trade; 
all awards were given after an overwhelm- 
ing majority decision and the public agreed 
on the choice of the top 65 shops. 

Three silver cups were given to the first 
three winners. The first prize was given 
by the Austrian Federal Ministry of Trade 
and Reconstruction, the second prize by the 
Municipality of Vienna, and the third prize 
by the Vienna Chamber of Commerce. 
These prizes went to the store owners, 
accompanied by certificates. 

The next 62 winners received gold, silver, 
and bronze medals with certificates, while 
the rest of the displaymen received a letter 
of thanks for participating in the event. 

For the first time since the inauguration 
of the Vienna Display Week in 1952 the 
individual or enterprise named by the shop 
owner as responsible for the design and 
execution of the prize-winning display was 
also awarded the same class of certificates 
as the shop owner. An important impetus 
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was thus given not only to the Austrian 


display business but also to the individual | 
workers in this field, encouraging future | 


activity. 
A marked tendency toward increasing 


interest in display activities was noted by | 
the Vienna Chamber of Commerce's Eco- | 

. . . ° . | 
nomic Promotion Institute. While the Mu- | 


nicipality is interested in beautifying Vi- 


enna’s streets, especially during the Festival 


Weeks each year, the Chamber of Commerce 
hopes that Display Week each year will 
encourage prolonged interest in display, 
making it an educational event based on 
competition among business establishments. 

Mariahilferstrasse has in all 360 shops 
along its one-mile length, half of them 
narrow one-window affairs with very lim- 
ited space. Of these small shops, 200 
agreed to participate in the 1954 competi- 
tion, while only 120 shop displays were 
actually judged. The type of the displays 
shown ranged from the big shop main- 
taining its own display department down 
to the one-man display staff of the small 
shop. 

The top gold medal winner, a_ ladies’ 
dress house, not only won because of its 
attractive display, but because of an added 
gimmick attracting a lot of attention. <A 
window-mounted push button started a rec- 
ord player above the window, playing the 
same waltz as used for the scheme of 
decoration. 

A survey conducted by the Chamber of 
Commerce among the shop owners re- 
vealed keen interest in continuing more 
thorough window display work. Most 
store-owners realized from their observa- 
tions that public interest had picked up 
since the start of the display competitions. 

Exceeding the volume of direct adver- 
tising in news media and by posters, radio 
or loudspeakers, the window display is 
considered by smaller shops as the least 
costly, yet a very effective, means of bring- 
ing their wares to public attention. In 
this sense the Vienna Chamber of Commerce 
feels that the annual Display Week en- 
courages effort and has gained worthwhile 
results. 


Change Of Location 
For Art Display 

Art Display Company, established in 
Washington in 1947, announces its removal 
into larger and more modern quarters at 
1338 Half street, S.E. With this move James 
Bb. Rome, formerly a partner in Allied Signs 
& Displays, is joining the organization in 
the capacity of director of sales and promo- 
tion. 





Gunther Kilsheimer, president and founder | 


ot the firm, has been successfully engaged 
in the field of visual presentation for some 
17 years, having started his career in Ger- 
many and continued his experience for many 


years in South America prior to coming to | 


this country. 





Macy's Appoints Kahler 
For New Store 

Al Kahler has been made display manager 
ot the new Macy’s unit located in the Hills- 
dale Shopping Center, San Mateo, Calif. He 
was formerly with The Bon Marche, Seattle. 
display department. 
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REVOLUTIONARY! 


NEW! NOVEL! DISTINCTIVE! 


THE FIRST 
AND ONLY 

















highly styled 
mannequin of its 
kind in 20 years! 





THE PATENTED 


BERKLEIGH 


ADAPTABLE 


























Actually Many 
Mannequins In One! 


By a simple turn you can create any 
number of action poses and changes in 
posture! 


@NO DISTORTION! 
@NO GADGETS! 

@ALL PLASTIC! 
@POLYESTER RESIN! 
@FIBREGLAS BACKED! 

@ JUNIORS and MISSES! 
@5 Yr. Unconditional Guarantee! 
See our first showing of these mannequins 
at the NADI Display Show at the Hotel 


New Yorker, December |!1-14, Rooms 
514 and 515! 


JOBBERS TERRITORY STILL 
AVAILABLE! 


*Pat. Pend. No. 458578 


GOLDSMITH & SONS © cans s73803 








UNIQUE 


These unusual ornamental! display pieces (masks, pilas- 
ters, floral groups, etc.) are startling realistic repro- 
ductions. Costs 1/l0th to '‘'/2 that of plaster. Un- 
breakable extremely light weight . easy to 
hang and handle may be folded for storing in 
small space can be reused again and again. 
NEW — now available are the latest Texture-Flex re- 
productions. Write for catalog. 


Authentic Reproduction of Natural 
Textures— with Startling Fidelity 


Manufactured by TEXTURE-FLEX Division 


Chester Rakeman pry, | HE gold medal awarded each month 
Vy | for the best entry received in DIS- 


625 W. 43rd St., New York 36, N. Y. 
BRyant 9-8869 








See the new... 


SIGNMASTER 


at Room 723 


Hotel New Yorker 


NADI 
Market Week 


December 11 to 15 


1196 Merchandise Mart 
Chicago 54, Illinois 











Medal To Musolf 


PLAY WQORLD’s International Dis- 
play Contest has been presented to J. 
Musolf, Anker am Paradeplatz, Mannheim, 
Germany, for the month of October. This 
window, which is pictured above, was for 
the promotion of patterns and involved a 
color scheme of lilac and yellow. The small 
dressmaker forms were made of cellophane. 
Enlarged portions of patterns were drawn 
in outline form on the background and one 
side wall. 

At the end of October the contest, which 
is now in its fifth consecutive year, had re- 
ceived 2,546 entries from all over the world; 
during the first half of November several 
hundred more were received, and it is prob- 
able that by the last day of the event is over 
for this year — December 1 — the total 
will reach or pass the 3,000 mark. 

The contest will be judged on December 
4-5 by George Westerman, display director 
of Ohio Edison Company, who has served 
as judge each year since the contest was 
inaugurated; Glee R. Stocker, head of the 
St. Louis firm of that name, and former 
president of the International Association 
of Display Men, and R. C. Kash, editor, 
DISPLAY WORLD. The final results will 
be made known in the January issue, in the 
mail December 20. 

There are 98 merchandise and_ service 
classifications in the contest, with gold, 
silver, and bronze medals to be awarded 
in each division. With the gold medal for 
first place goes three points, two for a silver 
medal, and one for bronze. The _ person 
compiling the greatest number of points in 
the entire contest will be presented with a 
beautiful gold plaque as sweepstakes award; 
a similar plaque will go to the next highest 


total, one of silver for the next place, and 
one of bronze for the final award. 

The top award in the 1953 contest went 
to Hermann Schlipphacke, Westdeutsche 
Kauthof, Cologne, Germany. Harold 
McLaren, The Bon Marche, Seattle, was 
runner-up. Clement Kieffer, Jr., The Klein- 
hans Company, Buffalo, won the silver 
plaque, and bronze plaques were presented 
to Tom Comerford, Lit Brothers, and 
Adolph Van Hollander, Gimbels, both of 
Philadelphia, who tied. 

In addition to the gold medal won by 
J. Musolf for the month of October, the fol- 
lowing have received similar medals dur- 
ing 1954: 

January, Russell C. Kehrt, Jenny's, Cin- 
cinnati; February, James Gosling, R. H. 
White & Co., Boston; March, Hans Ehr- 
hardt, Grands Magasins Jelmoli, Zurich, 
Switzerland; April, Randolph H. Irwin, 
Sears, Roebuck & Co., Baltimore; May, 
Adolph Van Hollander; June, Julius Stein- 
berg, Filene’s, Boston; July, H. Sittard, 
Kaufhof, Darmstadt, Germany; August, 
Hermann Schlipphacke, and September, 
Paul C. Smith, J. W. Robinson Company, 
Los Angeles. 

A similar contest is planned by DIS- 
PLAY WORLD for 1955. Details will be 
released in the January issue. 





Veteran Displayman 
Visits DISPLAY WORLD 


Among recent visitors to the offices of 
DISPLAY WORLD was R. J. Patterson, 
Alexandria, La., who entered display in 
1902 and still finds it fascinating. Al- 
though 72 years old, he covers cities in 
Ohio, Kentucky, Tennessee, Alabama, and 
Mississippi with a line of display novelties. 
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LOS ANGELES DISPLAYS 
[Continued from page 41] 


but one design—a cross-hatch print. The 
entire layout was arranged to carry the 
eye easily from torsos displaying pajama 
coats, in the lower left portion of the 
composition, upwards to the large mounted 
and framed sign: “World's most comfort- 
able sleeping garment for men — Pleatway 
pajamas,” and across the scene to the stand- 
ing figure wearing pajamas at the right. 
Miniature figures and accessories were art- 
fully grouped at angles on props near the 
floor. A large reader card in the foreground 
contained only the pajama brand name and 
price. 

At Ohrbach’s, Display Director William 
Meissner and Don Elliott had a sportswear 
series in which trophies were used against 
pecky cypress panels, backed by a shorter 
panel, covered with white brick paper. The 
‘sportswear chosen was all in gay, lively, 
bright fall colors, which made the series 
of windows quite a sight to behold and 
attractive at a considerable distance due 
purely to the appeal of the vivid colors. 
Kach window featured a different fowl on 
the main panel. One had a turkey (shown), 
another pheasants, another ducks, and so on. 
There was a pecky cypress panel on the 
floor also, and a_ sportswear accessory 
grouping alongside the copy reading “Sports 
wear with a Touch of Autumn.” The back 
ground was a neutral gray, with side light 
ing and down lighting featured on the mer 
chandise in the foreground and center areas. 
The background was not lighted, other than 
by reflection. 

Shades of autumn underscored the timely 
element of the colorful, casual arrangement 
of Provincial accessories for home deco- 
ration in a narrow ledge window at Barker's, 
where Frederick A. Bower now is display 
director. Attached to the perforated hard- 
board background was a panel of wall- 
paper with a small design in brown, while 
a branch of autumn leaves carried the in- 
terested eye to a drape of fabric in the 
same tone. The fabric on the black floor, 
spatter-dashed with gold and brown, pro- 
vided an interesting line and setting for the 
variety of small Provincial decorative ele- 
ments from the store’s pottery, art, and gift 
departments. The only large merchandise 
element in the foreground was the Venetian 
glass lamp. <A long, narrow copy card, 
with feminine lettering, emphasized the 
point: “Style Coordinates! Decorative 
scheme ideas coordinate color, texture, and 
design for a perfectly planned, beautifully 
executed interior ‘ 

In developing a lavish setting for china, 
crystal, and silver, R. A. Pennoyer, display 
director at Dohrmann’s on Seventh street, 
featured a candlelight table setting for six. 
Overhead were ferns and flowers. On the 
floor were six china, crystal, and silver set- 
tings. Reprints of the store’s rotogravure 
color advertising were pinned to Japanese 
grass-cloth panels at each end of the win- 
dow. <A grouping of china, crystal, and 
silver, duplicating the advertised feature, 
was displayed on a pedestal at the left 
side of the window. Atop the pedestal was 
an octagonal mirror, which served as a 
display base for the grouping. Light green 
net softened the pedestal effect. The reader 
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THE TREND IS TO— 
WROUGHT IRON 


By Ferro-Crafl 


Wrought iron is more 
popular than ever — es- 
pecially FERRO-CRAFT 


WROUGHT IRON. There 
is no doubt that wrought 








iron is here and is not a 
fad but a trend. 





Let us help you bring 
your displays up to date. 
We'll be expecting you at 
our display— 


ROOMS 
5322-523 
HOTEL 
NEW YORKER 


NADI SHOW 
Dec. 11th to15th 





Or see your favorite job- 
ber who will have photos 


of our complete line. 


ERRO-CRAFT 


MORGANFIELD, KENTUCKY 











CAPITAL MERCHANDISING CoO. 


Manufacturers of 
DECORATIVE PAPERS AND CLOTHS e FLOCKING e EMBOSSING e CONVERTING 


363-365 THATFORD AVENUE, BROOKLYN 12, N. Y. @ Dickens 6-1423 
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Ds STARER DISPLAY 


737 N. 4th STREET, MILWAUKEE, WISC. 





card in the center stated, “So Easy to Own 

Put lifetime loveliness on your table 

. Buy your china, crystal, and silver on 
the easy budget plan.” 

A series of “wild gypsy colors” windows 
(not illustrated) was used by Stanley 
Thompson and made doubly effective by 
completely covering the backgrounds with 
black seamless paper. Fortune-teller and 
phrenologists’ charts in wild, vibrant colors 
repeated the merchandise colors of orange- 
pink, purple-turquoise, red and green. The 
gypsies were reclining or kneeling before 
playing cards arranged in symmetrical pat- 
terns on the floor. Pillows in piles con- 
trasted and heightened the striking color 
effects. The merchandise was lighted pri- 
marily from above. 





MANHATTAN DISPLAY 


[Continued from page 31] 


the gloves in a variety of colors. On the low 
beige-covered platform additional pairs of 
gloves were arranged to complete the rounded 
and silhouetted line of the cutout. Adjacent 
windows in this accessory promotion dis- 
played shoes, stockings, and elegant little 
fur pieces. 

A quite different form of a silhouetted 
figure appeared in the six center windows of 
Saks-Fifth Avenue when the copy used by 
Display Director Sidney Ring read, “News in 
the hues! Our own Camelorest Coats 
the wonderful city-country look.” 

The camel was designed of very heavy 
black wire with insets of wire mesh, which 
had been lightly sprayed in gray. Steel-wool, 
which had also been finished in gray, appro 
priately made small and large humps on the 
dromedary — these pieces lightly sprayed to 
produce a faint navy tone which tied in with 
the true navy of the costume worn by the 
mannequin. One of the nice details was the 
use of a beautifully monogrammed white 
handkerchief as a base for the accessory 
grouping. 

The window copy at Best & Co. read: 
“The Beauty of Alpaca... silky .. . soft 
and luxurious ... in the silhouette and color 
of your choice.” Display Director Gilbert 
Squarey used three silhouette figures, executed 
in wire and burnished in gold with a matching 
metal base as props. The inset backwall 
panel was of mustard-gold framed in_ rich 
dark brown, the floor again picking up the 
backwall color in its covering of mustard- 
gold felt. On the forms were shown beige, 
brown, and green coats. In the foreground 
was a grouping of small logs which had been 
painted in gold; on the logs were displayed 
brown calf shoes. 

A delightful subject appeared in a_ series 
of six displays at Bloomingdale’s. A Parisian 
atmosphere was established by Display Di- 
rector Edward von Castleberg. The contours 
of an appealing French bake shop served as 
background; the framework of the shop 
front was painted in a soft tone of gray. 
The open door was done in pink, with the 
lettering designating Madame Duval as pro- 
prietress lettered in deep gray. Just inside 
the doorway appeared a multi-shelf unit of 
wrought iron painted black and heaped with 
great loaves of crusty French breads. The 
glass inset of the door was hung with a neat 
curtain of pink-and-white-stripe denim and 
there was an unbleached muslin shade partially 
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drawn at the shop’s window. For a valance 
there was an old-fashioned blue-and-white- 
stripe ticking edged with blue ball fringe 
and a narrow tape of red. The card copy read 
“We've done something about that Parisian 
silhouette everyone is talking about,” with the 
two mannequins wearing bright red dresses. 

A second series of six windows at Bloom- 
ingdale’s presented accessories — three of the 
sets using the headline “And the nights will be 
filled with color” and the companion three 
using “The tones of day will be casual, so- 
phisticated.” 

After-five drama was depicted in the evening 
displays, which showed a_ flowing line of 
millinery, shoes, stoles, flowers, jewelry, and 
the like arranged on steps which were painted 
white; the floor was in black. Art work 
on the black backwall further sustained the 
atmosphere of the evening hours with lhghts 
and clouds painted in pink tones and in white. 

Four upright panels spaced from the back- 
wall were covered in rose-and-white-stripe 
paper on which had been painted the back- 
ground motifs of evening festivities — ornate 
candelabra, cupids, mirrors, and Victorian 
chairs — these lightly done in black, pink, red, 
and gray. An_ off-center abstract figure, 
sculptured of chicken wire which had_ been 
sprayed in gray, was twined and intertwined 
with sprayed gray leafless twigs and color- 
ful autumn leaves and berries. One arm of 
the figure was wrapped in red velvet with 
strands of pearls and red beads and a draped 
length of mauve taffeta, all suggesting < 
richness and an abundance not only of the red, 
pink, and maroon colors but also of the rich 
choice of satin and velvet accessories. 
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New Robot Available 
For Store Promotions 

“Sylvania Sam,’ a new robot that talks 
and moves, has been created by Sylvania 
Electric Products, Inc., Salem, Mass. The 
huge robot was designed for store openings, 
trade shows and expositions, and other spe- 
cial promotions, according to Lawrence P. 
Pleasants, merchandising manager of Syl- 
vanias Lighting Division. “Sylvania Sam” 
is 9 feet tall and requires approximately 
15 square feet of floor space. His head 
moves back and torth and his eyes flash. 

A complete recording and playback ampli- 
fier unit permits the robot to repeat four 
different messages. When spectators step 
on a floor mat, the playback unit is acti- 
vated and the message repeated. This makes 
“Svilvania Sam” useful at building entrances 
to greet persons as they enter. A micro- 
phone can also be used with the robot 
when it is desirable to have a greater di- 
versification of messages than the automatic 
playback unit permits. 





Mexico Trip Top Prize 
In “lronwear" Contest 

An expense-paid trip for two to Mexico 
City is the top prize in a display contest 
sponsored by Manchester Hosiery Mills, 
Inc., 350 Fifth avenue, New York City, for 
the promotion of the “Ironwear” brand. Co- 
sponsor 1s American Airlines. 

Displays must play up both American 
and “Ironwear,”’ and submission is by an 
8- by 10-inch photograph. The contest ends 
on December 31. 
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NEED HANGERS? 


GET IN TOUCH WITH STEMPLER 
A Manufacturing Source Since 1900 


“HANGERS — that’s aff!” 


WRITE FOR PRICES AND PARTICULARS 


28 NORFOLK “ST., NEW YORK 2, N. Y. 











Pete the Juggler 


Striking colors in motion. Both arms move. 
See him juggle in Room 603 during 
December Market Week. 


E75 will run 3 weeks, day and night, on 
battery furnished. $9.95 each. 


Nesbit Industries, 


1823 Milwaukee Ave. 
Chicago 47, Ill. 


Inc. 











for maximum illumination. .. 


MODEL ‘O” projector 


Imagine the convenience of this Opaque Projector 
in your sign or display deportment! Need oa large 
sketch — but fost? Just place this projector over 
ao photogroph, magazine page, coin, jewelry or 
any flat opoque object—oand you can project a 
screen image, faithful in every detail and color, 
4 feet squore ond larger. Projects an area §” x 
5” ot one time or larger area, a section at a time. 


Complete with lamp and $322 5 


8-foot cord and plug. 
F.O.B., N.Y. 


LARGE PROJECTORS TOO! 
Send for descriptive folder 
showing entire line of 
opaque projectors. 


FREE: 200 PAGE CATALOG 
e 10,000 ort and 
drawing supply items ovail- 
able through Arthur Brown. 
Write today on firm letterhead! 


YS ee it) oe .t ek. 2. oe We.) 2OmenL aT. 
2 WEST 46th ST... NEW YORK ° 


Influence Of Display 
As A Culture Factor 


By CHARLES LEDERMAN 


the displayman of today were to dip into 

the pages of history he would find that 

certain elements of which we are so proud 
i our contemporary civilization have their 
roots in the earliest times. 

even in Biblical days there were contests 
among the merchants for the most artful dis- 
plays of their wares. The merchants of 
ancient Carthage and Phoenicia, who traded 
along the shores of the Mediterranean, at- 
tracted buyers by the brilliant torch-light 1il- 
lumination which they set up around their 
stands as they unloaded their goods on the 
l._ybian coast to sell to throngs of inhabitants. 

The lights were contrived with the aid of 
the latest scientific knowledge of those days 

to blaze in arresting colors a message that 
beckoned from vast distances along the coast- 
line. 

Thus we can see that a 20th century slogan, 
“Draw them to your window with light,” had 
its origin in the ancient world when light was 
Not only 


lhght, however, but color too was recognized 


appreciated as a magnetic force. 


as a display feature, and merchants vied with 
one another in using color and light to attract 
the trade. 

The colors of those ancient traders were so 
skilfully devised that they can not be repro- 
duced even by our chemists today. The earth 
colors of old Egypt, brilliant naturally, were 
dissolved in solutions with long preservative 
powers, but this art has been lost to the world 
ever since and can not be duplicated. 

Now let us turn to the famous Oriental 
bazaars which drew in the crowds by their 
fascinating displays in which color also played 
a leading role. The architecture of the time 
permitted displays to be arranged in the streets 
for a continuous stream of passersby to stop 
and gaze at, to feel, to bargain over, and 
finally take away. 

In Europe during the 14th and 15th cen- 
turies we see a new idea in architecture. 
Look at the early Renaissance paintings and 
you will see examples: buildings with win- 
dows in front of them. The window pro- 
vided space for the master craftsman to dis- 
play himself at his work, literally framed in 
an ornamental iron window trimmed with 
decorative stained glass. Strollers stopped to 
view his handiwork, the completed and in- 
complete examples of which were displayed 
and which consisted of virtual masterpieces 
in brocades and other rich textiles, fine lea- 
thers, hand-woven silks, velvets, linens and 
laces, handbags, and shoes. 

This led to dramatizing fashion in show 
windows, and we see evidences of this in 
ancient times and through the Middle Ages 
when the windows displayed  craftsmen’s 
skills, thus attracting an alert and curious 
public. The people not only looked but were 
impelled to make purchases on the strength 
of what they saw. 

Show windows also served to display finery 
from all over the known world. In them, 
people could see “the perfumes of Araby” and 


the silks and spices of India, which were fur- 
ther glorified in prose and verse and consti- 
tuted the life-blood of the trade of the period. 

Krance was long ago destined to play a 
role that has put her in the forefront as a 


land of fashion creators. Thus display win- 
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dows had a special role to play in extending 
the limits of the famous fashion salons. Win- 
dows were designed to spread knowledge of 
the magnificent fashion genius. originating 
from France. Wooden mannequins with life- 
like faces and figures were carved for export 
as emissaries to the capitals of the world. 
They went forth attired in the most splendid 
fashions created by French designers. King 
Louis XIV and his court sponsored a move- 
ment to send French fashion to the leading 
capitals of the world and thus unify Europe — 
not by the sword, but by means of culture in 
the form of Parisian fashion creations. These 
French wooden mannequins eventually graced 
the windows of the most elegant shops 
throughout the world. The atmosphere of 
Marie Antoinette’s court setting and her gar- 
den parties were popular themes recreated in 
windows for the benefit of the people of 
fashion and others who stood and gasped with 
wonder. It became the custom to place every- 
thing of beauty into the show window to be 
admired and appraised by those who marched 
by in the streets. The show window in hous- 
ing the “thing of beauty” did become “a 
joy forever” and was recognized as an ex- 
cellent medium in developing taste. 

As innovations occurred in architecture, a 
feature that was never ignored was the dis- 
play window. As time went on this received 
more and more prominence in building plans. 
It is on record that special designers were 
engaged to plan the windows in a certain 
edifice, in recognition of the windows’ impor- 
tant function in displaying wares. 
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THE STANDARD OF CORRUGATED 


DISPLAY MATERIAL 
Facts Prove It! 


SILVER BIRCHES 


A new panorama fresh from the famous Corobuff 
presses in bright new Spring greens and grey. 
Packed in continuous rolis 48 inches wide by 20 
feet long. ({Jumbos, 200 feet.) 


Silver Birches is only one of a large group of new 
display designs including all-over patterns, borders, 
awnings and strikingly new multi-stripes and other 
important display pieces. A free copy of the new 
Spring and Summer Catalog will be mailed to you 
upon request. 
Twenty-three years ago the Frank M. Sayford Company pioneered in 
the making of corrugated display materials, offering both solid 
colors and decorative designs. During these years the most reliable 
display material dealers have been distributing Corobuff to discrimi- 
nating displaymen. It is the aim of the Sayford organization to 
Pp maintain the high quality of Corobuff and strive for every possible 
a future improvement. 


my nap preneeenenign — FAMOUS COROBUFF SOLID COLORS of unmatched 
Corobuff in jumbo rolls, avaiable FRANK M. SAYFORD CO. brilliance, resistant to sunlight because of special coloring 


in solid colors, awnings, and printed 


designs. 50 Washington St., Brooklyn 1, N. Y. _ process exclusive with Corobuff. 


ROOMS 532-533 
Hotel New Yorker, December 11-15 


Visit our large exhibit during Display Market Week in New 








York City and see for yourself our superb line for the coming 
months. Unusual ideas and combinations, set-pieces, and 
everything to convert your store into a Fairyland for Spring 


and Easter — at easy-on-the-budget prices. 


OLTMANNS 


1405 DOUGLAS ST. OMAHA 2 





Designers and Manufacturers of Artificial Flowers and Decorations 











DECEMBER, 1954 











BLACK with GOLD 
FOR SPRING DISPLAY 


This modern 3 panel screen will add 
that glamorous touch to any type 
of display. And, in the newest black 
and gold combination that says 
fashion to shoppers everywhere. 


No. 336 Black Wrought Iron Screen. 
Height, 6 ft.; Width, 57 inches; 
with gold ball finials. 


only $18.75 complete 
HECHT 


FIXTURE COMPANY 
211 S. WACKER DR., CHICAGO 6 
































REED & RATTAN 


IN FASCINATING 
NEW TREATMENTS 





See us during December, 1954, Mar- 
ket Week at the Hotel New Yorker, 
Dec. I! thru Dec. 16. We'll be in 
Room 531 as always. Stop in and 
say Hello. 


A. LUTZ © 


3 West 18th Street a New York II, ~ CHelsea 2-6264 

















FOIL DISPLAY and XMAS WRAPPING 


Paper Backed Foil in colors and designs. Ream rolls. 
S0—1!00—200 foot rolls in popular widths. 


Puffing Foil, Base Metal, Foil laminated to board in 
attractive colors. From the machine to the end-user 
makes big savings possible, now! 


Call or write for samples and prices today! 


NEW YORK FOIL PRODUCTS 


44 West Houston Street e GRamercy 7-9070 @ New York City 12 
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As early as the 1800s the merchant built 
his store with a window commodious enough 
to contain a sample of each item he carried, 
even though this usually resulted in over- 
crowding. Fearing that the passersby did not 
always “stop, look, and listen,” there devel- 
oped a fashion of placing motion devices in 
the window to attract attention and make 
people stop. This was the age of windmills 
in the windows, or moving arrows or hands, 
as well as any other mechanisms that could 
be put in motion. 

The characteristic tendency of indiscrimi- 
nate display continued up until the latter part 
of the 19th century. But at about the turn 
of the century a cry arose for order out of 
this traditional chaos. It was then that mer- 
chants began to employ specialists who were 
trained to handle window displays. It was 
their job to see that merchandise was shown 
in a way that was both artistic and psycho- 
logically attractive to buyers. With the de- 
velopment of interest and knowledge, it be- 
came increasingly clear that the art of win- 
dow display was basic and had a science of 
its own. Merchants grew convinced that 
good window display techniques had unlim- 
ited possibilities as a means of selling their 
goods. A good display, like a good picture, 
constituted a “song without words,” a living 
drama staged in the store window. The con- 
tents became a fascinating mirror of the 
store within. It beckoned to all that passed 
and they came to get their “eyeful.” It was a 
face, promising the “body beautiful.” 

Wherever the windows were designed on a 
level of sound taste, they reflected the esthetics 
of the time and the place to which they had 
reference. To the trained eye, the actual 
selectivity and taste of the merchant who 
owned the store was discernible by the manner 
in which the windows were handled. “Show 
me your store windows, and youll show me 
the culture of your people.’ The window 1s 
a Clue to the standard of taste prevalent in 
a given locality and decides whether the flavor 
of Main street prevails, or of the Rue de la 
Paix. 

The display director’s role is most  im- 
portant and should not be underestimated. 
He edits the material for his window with the 
same precision that an editor might use in 
selecting the contents of a book or magazine. 
He is known to have his eye on the future — 
to anticipate progress, in every line of in- 
dustry. However, it is a psychological truth 
that the future is but an illusion without a 
fundamental knowledge of the past, just as 
black is an illusion without white to give it 
contrast and meaning. 

The inspiration of the past, which this 


| article has attempted to sketch, leading through 





changing currents of development serves to 
educate mankind with new experiences and 
new esthetic realizations. Contemporary 1n- 
novation is but a splinter or an off-shoot of 
the collected culture that mankind has built 
through the ages. At the moment, for in- 
stance, the old Egyptian culture is being re- 
vived in contemporary decoration and dis- 
play. Nor is this the first time this has hap- 
pened. Most famous periods in history have 
reflections and motifs of past ages in their 
patterns of culture. Every science starts from 
life and goes back to life. 

The displayman of today should salute the 
past, honor the present, build for the future. 


[Please turn to page 95] 
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COMPLETE LINE OF COUNTER-TOP HARDWARE 
for making greater  Sales- Pulling” distlaga! 
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Ticket Holders 
Shown are a few of our many 


outstanding ‘‘Sales-Building”’ a ~e a we, 
counter-top hardware items... [lmed chown METAL MANUFACTURING CO. ~ — 


WRITE FOR ADDITIONAL FREE 
INFORMATION. 


1100 WEST WASHINGTON BOULEVARD Dept. DW12 cmcaee” 7, LLINGTS ~ 
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| Doll Stands } Also ask for 
| i FREE catalog 
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EARL W. GASTHOFF CO. 


DANVILLE. ILLINOIS 
Invites you to see their 
Delightful and Distinctive 


Promotions and Decoratives 
for 


ROOMS 601-653 
HOTEL NEW YORKER — DECEMBER 11-15 





SPRING, MOTHER’S DAY, FATHER’S DAY, VACATION 
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SAVAGE WIDE-TONE 
BACKGROUND PAPER 


A choice of 36 brilliant colors care- 
fully selected for the needs of the 
display man and scenic artist, for 
backgrounds, props, backdrops and 
displays. Attractive, economical, 
and easy to use. Dependable 
quality and durability. Available 
in rolls: 107 inches by 12 yards and 
107 inches by 50 yards. Sample 


Color Chart FREE upon Request. 


SAVAGE MAT - MOUNTS 


Made of the finest white pulp mat 
board and suitable for wet or dry 
mounting. Hand-bevelled by 
skilled and experienced mat-cutters, 
SAVAGE Mat-Mount is the finishing 
touch to the effective display of any 
print, drawing, painting or other 
presentation. Available in white, 
buff and gray, with standard cut- 
out openings to fill all sizes from 
5 x 7 to 16 x 20 inches, vertical or 
horizontal. 


SAVYAGE MAT-BOARDS 


Perfect for hand-cut bevelled mats 
and for wet or dry mounting. Avail- 
able in two color combinations: 
white and buff or white and gray; 
and in two surface finishes: Pebbled 
or Antique. Supplied in all stand- 
ard sizes for exhibition, salon, home 
and display purposes. 


TRADE 6 iE U.S 
MARK PAT.OFF 
NY. XN (i = 
PAPER PRODUCTS 


Manufactured by 


SAVAGE UNIVERSAL CORP. 
480 Lexington Ave., New York 17, N. Y. 











inancial Display 
By SAMUEL C. FORSYTHE 
The Franklin Savings Bank, New York City 


EFORE it is possible to do a window 
you must first have an idea. Ideas 


for financial displays can be gathered 
from most anywhere: current events, song 
hits, motion pictures, and even from cereal 
box tops. For example, there was a definition 
of money, published in “London Tid-Bits” 
quite some time ago, which emphasized very 
successfully the element of responsibility 1n- 
volved in the possession of wealth. “Money,” 
it said, “is an article which may be used as a 
universal passport to everywhere except Hea- 
ven, and as a universal provider of everything 
except happiness.” Here are a few sentences 
which, with a little imagination, can be 
utilized effectively on a poster for a display. 

Think of new and novel ways to present 
your displays. Try to get away from the 
ordinary, try at the same time to create some- 
thing which will not be seen in the windows 
of your competitors. Try to get away, with- 
in reason, from the established and conven- 
tional patterns of display. We should not be 
afraid to try something new and different. 
ut-of-the-ordinary windows will be remem- 
bered and will bring prestige and reputation. 

The next step is to get the idea on paper. 
One need not be an artist to do a rough 
drawing of the idea with notes explaining the 
lay-out, articles to be used, colors of cloth or 
paper, copy, ete. It is always an excellent 
idea to carry a small note book and pencil. 
Quite often during your travels you may see 
a display, a car card, or billboard which, 
with a little adaptation, can be worked out 
as a good idea for your own use. Just a few 
notes and a quick drawing made on the spot 
may at some time in the future become a 
prize-winning display. It’s best not to trust 
to memory. 

In reference to copy for your poster or 
sign, it is this writer’s feeling that it should 
be presented in various forms when practical. 
For example, a few years ago we displayed 
in two windows gambling gadgets which 
were rented from a police sergeant whose 
hobby is collecting various gambling para- 
phernalia. These gadgets made an interest- 
ing, informative and eye-catching display, the 
theme of which was naturally the advisa- 
bility of savings accounts rather than get- 
rich-quick schemes. In one window our 
card carried straight copy while in the other 
our copy was presented in poetry form. All 
of the COpy of course tied-in the articles dis- 
plaved with a service of the bank, namely, 
savings accounts. Try also to keep your 
copy in down-to-earth language: you must 
remember that you are appealing to the 
average John and Jane Doe, the everyday 
folks, the housewife, the office worker, the 
cop on the beat, the butcher and the baker. 
Your copy should be long enough to tell the 
story, but short enough so as not to bore the 
reader. To convey your important idea to the 
heart and mind of the reader use short, warm, 
pictorial words. The ideal cony should draw 
four responses from your readers. It should 
attract attention, capture interest. convince 
them of the desirability of using the service, 


and finally impel them to action. In most 
of our copy our headline may present our 
important idea in essence or it may simply 
attract the attention of the reader and tempt 
him to read on. If it does both then you have 
the ideal headline. Remember to keep your 
headline short and clear so that the eye of 
the reader will take it in at a glance. Take 
time in spare moments to study ads in maga- 
zines and newspapers and radio and television 
commercials to stimulate further your own 
imagination. Take notice of how the experts 
in the copy world took the lowly cake of 
soap, which was merely a bar of processed 
fat, mixed in some glamour and came up 
with a cellophane-wrapped passport to ro- 
mance. We are all endowed with imagina- 
tion; let’s use it! 

Let us now touch briefly on the subject of 
materials for window displays. It is_ this 
writer’s first thought that if the person to do 
the display is selected from the bank staff, 
he or she should immediately become familiar 
with the many different types of cloth, paper, 
and other articles which can be used in the 
windows. There are many ways in which 
one can learn quickly. For example, simply 
looking through the pages of DISPLAY 
WORLD will provide one with an idea of 
the various companies and the products they 
have to offer. A two-cent postcard to a num- 
ber of these companies will bring you free 
literature which will provide reading material 
for days. Another excellent idea is to be- 
come acquainted with a display dealer in the 
neighborhood. Most of them will be only too 
happy to have you browse around in their 
shop. They will offer free literature and you 
will also find them very helpful in making 
suggestions regarding different displays. This 
also offers a good opportunity to the indi- 
vidual to see and examine the various mate- 
rials at hand and perhaps at the same time 
obtain some good ideas for future displays. 
Some time ago, for example, when browsing 
through my favorite display shop, I spied a 
large pair of papier mache scissors. These 
immediately gave me an idea. I purchased 
the article and used it effectively in a display 
devoted to “cutting your costs of life in- 
surance by purchasing low-cost savings bank 
life insurance.” 

In reference to materials, especially for 
lining, and decorating windows, I would like 
to mention the display papers. These, I have 
found, are excellent and are very handy to 
use especially if time is an important element. 
They offer attractive designs created to give 
maximum eye-appeal, are inexpensive, of ex- 
cellent quality, and retain their brilliance after 
considerable exposure to sun and lights. They 
come in lovely floral designs, birds, butterflies, 
patriotic themes, icicles, solid 
colors, stone-wall design, white brick, wood- 
grain finish, silk-screen processed panels, 
various borders and valances, cutouts of sea- 
gulls, baseball themes, signal flags, marine 
die-cuts, and decorations. All are economical 
and effective, easy to handle and work with 
and always give a fresh, crisp appearance to 


panoramas, 
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the window. Seamless papers are especially 


good for large windows. - rt 4 
Time and space does not permit one to 

discuss fully all of the many different types ff $$ 

of papers, cloths, and other materials for | 

display. 


I would suggest thumbing through 


the pages of DISPLAY WORLD for addi- SHOW CARD AND POSTER MACHINE 


tional information regarding these articles. 


As far as cloth is concerned, | would be Featuns f SPEED----SIMPLICITY 
inclined to suggest using it sparingly because = re ‘ 
of its high mortality. In most cases it can . 
not be used again. Sun and lights will fade LOW OPERATING RIM .---| ONG LIFE 


it quickly, and it is relatively expensive. There 
will, however, be times when you will want 
to use it. Here, again, consult your favorite 


display dealer; he will gladly show you the Many have from 50 to 500 or more in use. 
different types, textures, and patterns. 


Some months ago a magazine ad which had 


this caption, “There are no birds in_ last | | ota 2 . sage ae atone Fnac in 
/ be BROADCLOTH Old Fashioned Gitt F Pretty wa 


pear » , ¢ y r Ye ‘ ¢ > > Cum 

year’s nests caught my eye and made me SHIRTS CHOCOLA Suggestions | eam © Com 

think that “there is no business in last year’s n . Seerty ried TES Ounging Robe 
: a. iain ASSORTED fLawces nie & . 

displays. The same old display naturally The "SIGNPRESS" en- $)*. Pg "12% $4500 


Used for over twenty years by leading national chains. 


























suggests the same old service—the same old ables store managers to lana oe 
story. By setting up and designing our own | do g better job of mer- Gal canes 3 


displays in preference to “stock” bank dis- os , 
Pas pre : | chandising. It provides 
plays we are able to feature the product or 


service in a new approach and a fresh appeal. | @ simple, convenient 

And in addition, from the budget angle, for | Means for producing 

the cost of one stock display a displayman | GOOD LOOKING Cards : . 

could make up many more individual displays & Posters QUICKLY and | | one pai Colers-—-Double Sing 4495 
equally as effective and perhaps even more at SMALL COST Spee! CHENILLE BEDSPREADS 4% 
so. In discussing stock displays please do . | 
not get the impression that I, as an individual, 


am condemning them completely. These dis- MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


plays have their place, are effective, but 
definitely present problems. D [ S$ p LA y = QO U f 2 A Et Pu T C © 
Before going further I[ should perhaps 7 
clarify stock displays. To this writer, a BOX K-144 ADRIAN, MICH. 
stock display is one that is made by an out- 
side firm, either using its own ideas or the 
ideas supplied by the bank. This display is 
usually made to certain specifications and 
measurements in order to fit the display win- 
dow of the bank. The usual procedure is to 
contact the representative of one of these 
firms and discuss the details of the desired ; 
display. Then, using your ideas plus any Arrow Dis D | ay Associates of 
improvements they can offer, they proceed 


to build your individual display. When the Philadelphia invite you and your 


display is completed, which ordinarily takes 
a few weeks or longer, depending on the friends to see the latest 
amount of work involved, the display is then 
delivered to your bank. It is yours, you have 
paid for it—usually a few hundred dollars. arrowftiex module 

You then very simply lift it into your window | a 

and there’s your display. | arrowftle x unifle x 

These displays vary in price, of course, de- | 
pending on the type workmanship, lighting, cA Pr O ww functional fixtures 
and other special effects, such as animation. 
In our shop we have about eight of these Hotel New Yorker - December 11 to 15 
stock displays which prove to be very useful 
and convenient especially when one 1s occu- 
pied with other duties and does not have the 
necessary time to design and set-up a window. 
They are also handy, especially in our case, 
because of the fact that our windows have to 
be done from the outside. Because it takes 
only a few minutes to remove one of these 
stock displays from the window and _ install 
another, even on a rainy day it becomes pos- 
sible to change displays. 

The disadvantages of these displays, how- 
ever, must also be considered. One is that 
they take up considerable room. And if a 
bank was to use this type display only, the 
problem would eventually arise as to where 
one could possibly store them. Another dis- 
advantage is the fact that, try as you may, 
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it is practically impossible to keep soot and 
e e e ee dirt from seeping into your windows. Hence, 

You are cordially invited lo visit _ after these displays have been used for a few 
| times, the soot and dirt also take their toll 

. and it is found that the display looks seedy 
our Showroom during NADI and has to be renovated. Chis means addi- 
tional expense in art work and transportation, 

and the cycle continues. If major changes are 
Mi fe ft Wi ki not made in the displays when renovation is 
ar. e ee eee needed, which, incidentally, adds up to addi- 
tional costs, you have a clean display—but 
it's telling the same old story; it’s really the 


A varied collection of Imported Artificial Flowers, same old display, just dusted off. It can 
Bamboo Wore Feather Birds Bird Cages Shoji readily be seen that stock displays used too 
' ' ' 


often will not even get a second glance. It 
Screens, Laminated papers, Oriental Art Goods and has been my observation over a long period 

: 7 ; of time that for some reason, even though 
many other Oriental imports on display. _ the stock display is excellent, the display de- 
signed and set up by the person in charge of 
display will obtain much more attention, un- 


less of course the stock display unit 1s one 
| of illusion or something unusually extra- 
by ad ordinary. 


oe It has also been this writer’s feeling that 
Manufacturers and Importers of Artificial Flowers animation in display, although highly played 
and Oriental Goods up by some in the field, is overrated. Here 

again | am speaking from my own personal 
39 EAST 28th STREET @ NEW YORK CITY 14 _ observations. For example, the gambling 
paraphernalia displays which I| have men- 
tioned previously in this article’ received 
more publicity than any other displays and 
i ’ / vet contained no animation. Even Business 

: uminatec ‘ \Week magazine, unsolicited, took a _ photo- 
Christmas Decorations graph of this particular display and _ fea- 
: : tured it with a caption “Bank Shows How To 
Holiday Displays that are colorful Draw A Crowd.” Another window that was 
both day cnd night successful and yet had no animation was a 

? © display that we featured for Fire Prevention 
Week. Among different materials which I 

selected from the museum of the New York 

City Fire college, in Long Island City, there 

COLLOID TREATED FABRIC | Was one item in particular which appealed to 
; . | ) ~ A | me as having great human interest: a mounted 
Today's Most Flexible and | , | dog which had been a hero in a tenement 

















° house fire some years ago. Almost any hour 
Preferred Medium for she o Bae 
of the day one could find people viewing 


Outdoor & Interior Displays | da ¥ : this display. | People even called us on the 
& | . | telephone to inquire as to the length of time 
Outmodes Papier Mache i. d , | this display would he on view. It seems they 
| | had told some friends about it and were 


] | j ’ hoping that the display would be in_ long 
DIP IT DRAPE IT! | Py 7 . enough for their friends from uptown to see it. 
. pa 4 hl | 


Here is proof positive that good displays, 


SHAI 7 | | | 3 without animation, will draw attention. By 
; wen mentioning these particular windows I| do not 


wish to convey the impression that you should 


See it demonstrated during | | | .. not consider animation at all. But by all 
NADI Market Week | = " means do consider the proper type of anima- 


tion. You know as well as I that there are 
certain types of animation which can be viewed 
in drug stores, shoe repair shops, and liquor 
stores that have been used so often they don’t 


Ben Walters Inc ) rate a second look. To give you one example 
. . Send for a sample of our beautiful new permanent of the proper type animation which tied in 

156 7th A . Verk 11. i plastic out-of-doors garland. Listed at 50c per yard. completely ithe a display we fentured te 
venue, New Yor » & V. ’ — : ae ne ; e ‘ 

Algonquin 5-2308 WRITE TODAY FOR COMPLETE CATALOG cently, | would like to mention the display 


a rete agp ————_ KING AMUSEMENT CO based on “Three Coins in the Fountain.” This 

wii tes x ards Allied Industries e display was featured in our window at the 
rade Nar ot astic Corp ° ° 

; nsctconmcncbnets 2 MT. CLEMENS, MICH. same time the picture of the same name was 


playing at the Roxy theatre in New York 


City and the song was nearing the No. 1 spot 

_ on the hit parade. Using a small fountain 

FLASHERS | which recirculated the water by a pump ac- 

® Since 1900 | tion, this display had animation which was 


, : perfect for the type display. Here was ani- 
Force Attention, Increase Advertising Value mation that caught the eye of the passerby 


because it was not seen all over town. In 
ELECTRIC COMPANY Motor this particular display we saw an excellent 
Motorless #55 RIVER ROAD RIVER GROVE, ILL. Driven 


Hotel New Yorker, Rooms 742-743 
New York City, December 11-15 
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opportunity again to make a tie-in with a | 
service of the bank, namely, savings bank life | 


insurance. Our copy for this display pointed 


out the fact that while “Three Coins in the | 
Fountain” provided good entertainment, “three | 


coins a day” provided good protection. 

Prestige, or institutional displays, are an 
important part of display for every financial 
institution. In these particular displays you 
do not make a tie-in with any of the bank’s 
services ; they are strictly not to promote sales 
or services. Institutional displays in our bank 
have featured the Boy Scouts, Girl Scouts, 
United Hospital, Fire Department, Cancer 
Society, City College of New York, and 
others. In this type of display you should 
do the best job of composition possible, other- 
wise you will be harming the occasion as well 
as your bank. 


Another excellent idea to win goodwill is to | 


obtain the cooperation of various merchants 


in your immediate neighborhood to lend | 


articles from their shops for display in your 
windows. In doing so you place your bank 
before the public as a public-spirited institu- 


tion. You will find these merchants eager to | 


cooperate with you. Don’t forget to give them 


credit for the articles loaned by inserting a | 


small credit card somewhere in the display. 

It is an excellent idea to keep a_ photo- 
graphic record of every display, whether ex- 
terior or interior, to show what has _ been 
done in the way of display, to submit to 
various publications and newspapers when 
necessary, and to show visitors to your bank. 
In our case we have 8 by 10 prints made up 
and keep them in ae regular photograph 
binder. The date of the display is marked 
on the back of the photograph, together with 
any remarks. Because of the fact that our 
windows open from the outside, we open the 
window when taking photographs in order to 
eliminate undesirable reflections on the glass. 
Our photographer, who is an employe of the 
bank, retains all negatives for possible future 
reprints. 

We all recognize the importance of cleanli- 
ness and must not forget its importance in 
display. Make it a habit to check every few 
days to see that your window glass, fixtures, 
and other, items in the window are spotlessly 
clean. Dusty, untidy windows will not draw 
customers. 

Sometime during the day, perhaps on your 
lunch hour, you will find it very advantageous 
to spend a few minutes at your windows 
mingling with those viewing them. Listen to 
their comments, note what they are saying. 
Sometimes you are even drawn into the con- 
versation. By not letting them know that 
you are the displayman you can obtain frank 
and sometimes useful and constructive criti- 
cism. 

Two more items of importance which should 
be mentioned before closing this article is 
that a small room or closet, preferably with 
shelves, should be provided somewhere in the 
building for the exclusive use of the display- 
man. This room will be very useful and 
necessary for storing papers, cloth, posters, 
tool box, and all other materials which will 
accumulate as time goes on. The other item 
is a small tool-box which will include a 
staple-gun, a box of staples, a small screw 
driver, tacks, adhesive tape, spool of thin 
wire, scissors, small hammer, trimming knife, 
and a steel tape measure. 

It is this writer’s feeling that in the near 
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SPACE PANELS 


it’s the finest .. . the strongest . . . the most — 
distinctive paneling you've ever seen! a Ores "Sey 
Designed to handle the heaviest of hard . “4 
lines .. . the most delicate of soft lines 


® Outlasts hard board panels by years 
® Easily maintained, long lasting finish 
® No chipping around holes 


@ Used with %” Space-Klips or regular hard- 
ware for “se” perforated boards 


. -* 
lich a oe a ae 
PRS eRe hese ens 





28 50" x 4650” x V2” Panels with holes 1” on center 


ADAPTABLE FOR UNLIMITED USES 
ON WALLS @ FOR ISLAND DISPLAYS @ FEATURE SPOTS 


DISPLAY THE SPACE-KLIP WAY 


...the quality line of fixtures for perforated panel set-ups. 


» 


PLACE IT 


AAV 6.AAN 8 NN IE 


RITE-STYLE DISPLAYS and SIGNING 
EQUIPMENT for maximum merchan- 
dising effectiveness at point of sale. 


RITE-HITE COSTUMERS and GAR- 
MENT RACKS make your ready-to- 
wear selling job easier. Available in 
adjustable or rigid types. 














See them at our 
NEW YORK SHOWROOM — 225 West 34th Street — ROOM 1107 


or send for FREE CATALOGS and descriptive literature. Write Dept. DW-1 2. 
dash iegge) & GENERAL OFFICE AND FACTORY 
WESTERN AVENUE AT 22ND PLACE CHICAGO 8. ILLINOIS 
HARDWARE NEW YORK OFFICE AND SHOWROOM 


CORPORATION 225 W. 34TH STREET ROOM 1107 NEW YORK 1, NEW YORK 
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EVERYTHING FOR YOUR “NEW YEAR” DISPLAYS! 


, TISSUE — ) DECORATIVE HORNS COLORFUL CONFETTI SERPENTINE 
ull round, white only. rT T Multicolor paper type, ‘ 
3 sizes. 8°—$2.50 dz. 7 . to 16'' Glazed and 10 ibs.—$3.95. Multi. Asst. pastel colors. 2 
11'' — $3.70 dz. 19" — foil cardboard. Asst. color diced foil type, dia. roll, 20 pecs. to 
$11.50 dz. colors & sizes. $3.00 dz. 5 ibs. —$5.95. roll—$2.50 dz. rolls. 


DUPLEX DISPLAY & MFG. CO., 916 ARCH STREET, PHILADELPHIA 7, PENNSYLVANIA 
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MILLINERY HEADS 


DESIGNED FOR PERFECT DISPLAY 


With traditional 
fine quality work- 
manship combined 
with latest style 
in sculpture and 
topped with PUG- 
DIN quality wigs. 
these millinery 
heads will display 
the finest with good taste and appeal. 
These are but two of the many forms for millinery 
and mannequins for men, women and children that 
make up the complete line of top quality forms and 
figures for which Manhattan Motion Manikins Manu- 
facturers is so well known. 
Be sure to see and 
compare these figures Manhattan Motion Manikin Manufacturers 
and forms before 
you buy. In quality, 
stvle and price they factory and showroom: 
will win in any com- 4 WEST 16TH STREET @ NEW YORK 11 © N. Y. CHELSEA 3-4705 


petition. 


Have never been connected with any other mannequin manufacturer of simular name 











pring — , / i / 
DIRECT IMPORTERS 


of blossoms, wisteria, azaleas, forsythia, dogwood, 
leaf sprays, etc. 


MANUFACTURERS 


of cloth flowers, plants, foliages, etc. 


DISPLAY UNITS, feather birds and novelties. 
CAGES, NATURAL PRODUCTS, BAMBOO, etc. 


LOUIS SCHNEIDER CORP. 


6 E. Second Street New York City 














Our beautiful new 


x . R. 96°" —— 
.B. troit, i 
Now ¢ 40 packing eene “ae 
0 | than 10 sheets. 'A” 
niy thickness, 3/16" holes on 
* centers. 
Blonde Peg-O-Panel needs no finishing 
or can be refinished with only one-coat 
or may be dyed. 
Send for our illustrated brochure of over 
’ eee 150 different Peg-O-Panel display fixtures. 
de galan co. | detroit 7, mich SAMPLES ON REQUEST — WRITE 


Bo Bs FOR JOBBERS DISCOUNT. 
* i ae 











future more financial institutions will be 
adopting display wholeheartedly and making 
it part of their advertising program. 

We have something to sell just as other 
businesses have; let’s do it, not only through 
the costly media of newspapers, radio, and 
television, but also through the less expensive 
and very effective medium known as display. 
When properly rendered, it can give excellent 
interpretation of the bank, its people, and its 
services to the customers and the entire com- 
munity. 

(This is the second of two articles on 
financial display by Samuel C. Forsythe.— Ed. ) 





CHICAGO DISPLAY SCENE 


[Continued from page 35] 


John Moss at Field’s used the window 
pictured next to show a dining room. The 
simplicity of arrangement, and the classic 
lines of the furniture on a small scale to fit 
into the ranch-type house of today were 
evident. The entire arrangement, from the 
mirror and pictures over the buffet to the 
ornate gold clock over the serving cabinet, 
served to give emphasis to the spacious 
arrangement. 

In the Field windows, Moss has also 
given accent to a theme that continues to 
grow —the importance of the right hat for 
the right occasion, but particularly, “wear 
a hat.” The cutout frame on the off-blue 
ground which was partially lighted to 
bring out the word “Hats” was designed 
to impress the shopper that a hat, and 
especially a light hat, is the current correct 
finishing touch for any occasion. Because 
of the power emergency only a smal! amount 
of light was used to bring out the details 
of the hats and veils; the diamond-shaped 
flitter-covered panels aided in setting off the 
shade» ranging from an off-white to a dark 
sk. - “at always with the thought of 
the nnporiance of a light toned hat. 

Sweaters continue to gain in popularity. 
When Reed Schlademan and his aides at 
The Fair put in the window pictured next 
it was designed to attract attention to the 
national sweater promotion. It not only 
accomplished that purpose but the continu- 
ing sales and requests for sweaters seen in 
the window continued to come in by both 
mail and phone. Each one of the sections 
showed a different sweater, either in color or 
in design, in style, or in decorative motifs. 
The sweater business at the store has been 
booming ever since. 

The opening of the opera season the first 
of November was a good theme about 
which to build a window at Field's, featur- 
ing lovely gowns and accessories for the 
formal affairs of the season. The arrange- 
ment of the window itself suggested the 
rear of an opera-box and the decorative 
motifs carried out the idea in some detail. 
The gowns were in different colors and 
designed for the brunette, the red-head, 
and the blond. 

That such windows must be presented 
again and again is the opinion of many 
leading display directors, such as Moss, if 
only because of the sloppy and informal at- 
tire of today’s casual dressing. 

The following displays are not illustrated: 

There has been considerable interest in 
piece goods this season and among the stores 


} which have had main windows showing this 
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LASTING beauty at less cost. 
ever! 
in 6 different colors, 3 sizes. 


ordinary realism, longer wear, 
quality. 


needs right now! 


See Calart Displays at the 
January Shows! 





Calart's famous artificial flowers .. . 
ferns ... fruit... foliage . . . give you 
These 
fine quality displays are now better than 
They include Calart's latest dis- 
coveries: deceptively real glass grapes, 
Also, the 
new foliage materials which give extra- 
higher 
Order your Calart display 


CALIFORNIA 
ARTIFICIAL FLOWER CO. 


400 RESERVOIR AVE., PROVIDENCE, R. I. 


Calart Displays Never Get Tired!” 











merchandise was Marshall Field, which 
made an early display of the leading ideas 
in the tweed family. Goldblatt’s followed 
with several windows 
from rayons and nylons to wools. The last 
to join the fabric parade was Carson Pirie 
Scott & Co., which had one window devoted 
exclusively to flannel. It was gay in color 
and offered a variety in patterns, designs, 
and colors. In addition to the fabric, the 
various notions for sewing were correlated 
on the floor of the window, while patterns 
suggested ideas for the home seamstress so 
clearly that even the number of the pattern 
could be noted and a closer examination 
made in the store. 

Marshall Field & Co. was one store that, 
during the flood, immediately placed cards 
in all of its windows indicating that the 
emergency was being complied with and 
only necessary lights were in use. But 
this lack of light did not deter the interest 
shown by shoppers in the windows. One 
series was of much interest, for all the little 
fads and fancies of the year were shown, 
from fragile perfume bottles and essences, 
to strings of beads. The mannequins were 
seated to show the beauty of an Oriental 
rug on which they rested. The displays 
presented ideas tor the gifts to the college 
girl. 

These windows were extremely well done, 
but also required time to study the details; 
no picture could bring out all the little 
items that added to their beauty and in- 
terest. On the other hand, the idea of new 
beads was presented in a dramatic manner. 
This window is next to one of the main 
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&-v-rak 


has shown hundreds of progressive merchants over the 
nation that Sel-O-Rak is the new approach to modern 


management . 


THE 


Sel-O-Rak will sell your customers 
silently, efficiently, courteously . . 
sales volume. Write for catalog and nearest distributor. 


TAG A-o-nale CORPORATION 


2417 NORTH MIAMI AVENUE, MIAMI, 


. and will increase your 


FLORIDA 





entrances, and showed a huge plaster figure 
holding “miles” of strings of beads in as 
large a variety and coloring as_ possible. 
The result was a traffic-stopper display and 
good customer response. 

Goldblatt’s displays are laboring under 
the handicap of a new construction job; 
the windows are heavily sliaded by the over- 
head platforms necessary for the work. 





Malloy Heads Display 
For Philadelphia Store 

Replacing Michael Ciliberti, who is now 
in charge of display for Blum’s, Philadel- 
phia, William Malloy has joined Franklin 
Simon & Co. of the same city as display 
manager. He was formerly with a Swiss 
display firm. 





| SPANJER small wood letters, 





MALL 


Display Letters, too! 


like their big brothers, 
are perfectly proportioned by master craftsmen. 
eeshbeen PERFECT” to make your signs and oayt more 
Hecuve — Mure distincrivel -—:. fs was os 
22°", 3°", 4°", 5°° and 6°" sizes in many popular 
styles! And in stock for immediate shipment. 


Write today for FREE lilustrated folder and price list! 


SPANJER BROS. 


1160 Howe St., Chicago, Ill. 
267 Mt. Pleasant Ave., Newark, N. J. 





PLEASE MENTION DISPLAY WORLD 
WHEN WRITING ADVERTISERS 











FORGOTTEN SOMETHING? 


° Check Art R. Cohen for 
last minute Christmas display needs 





COMPLETE SELECTION OF 
CHRISTMAS DISPLAY MATERIALS 


@ Velvet Santa Clauses @ Satin Ribbon 

@ Animated Santas @ Tinsel Snowflakes 
@ Snowmen @ Starlite Sets 

@ Metallic Foil Papers @ Glass Fiber Cloth 
@ Tinsel Garlands @ Angel Hair 

@ Dimensional Tinsel Stars @ Shiny Brite Balls 
@ Hand Decorated 


Ornaments Member NADI 











ATiantic 
1-4052 SS Modern Display Equipment 


810 Penn Avenue, Pittsburgh 22, Pennsylvania 


Phone, Wire or Write for Immediate Service 











SNO BLOCK 


FINE SNO 


FROSTEE 


for WHITE GOODS 
WINTER CLOTHES 
SPORTING NEEDS 
VACATION PROMOTIONS 


Remember — Frostee is 
FIRE PROOF 

FROSTEE SNO CO. PURE WHITE 

ANTIOCH, ILLINOIS EASY TO USE. 


SNO CHUNKS 

















A FRESH APPROACH 
TO FABRIC DISPLAY 


[Continued from page 48] 


papers) are selected, and props are con- 
sidered. The latter are rented from various 
decorating shops about town, and it is at 
this point that the original idea occasion- 
ally has to be abandoned if Meek can’t find 
the right pieces. He generally succeeds, 
however, and the all-important accessories 
are then gathered to complete the display. 


Here the ingenuity of Meek and Zellers 
comes into full play, for often they can’t 
find the right lighting fixture or lamp in 
the market, and a handmade one is promptly 
whipped up, to the annoyance of the Cheney, 
Greeff salespeople, who are beseiged with 
inquiries as to where it came from. (A 
complete list of props is always kept on 
hand in the showroom, so numerous are the 
inquiries from both decorators and the pub- 
lic as to where every item displayed came 
from. ) 

Finally the display is ready for installa- 
tion, with yardage on hand and props de- 
livered. Meek does each installation over 
a weekend with the help of an assistant and 
sometimes Zellers, too. It generally takes 
about 15 hours to complete the job if every- 
thing goes along without a hitch. Occasion- 
ally there’s a fabric shortage or a mis- 
calculation of some sort to hold things up, 
and once he ran afoul of the law when he 
continued working after Saturday midnight 
(there’s a city law forbidding such work on 
Sunday). But usually all goes according to 


| plan, and the people on their way to work 
Monday morning once again have the occa- 


sion to exclaim over another attractive 
Cheney, Greeff window. 


Although Cheney, Greeff has moved its 
main office to Port Chester, 20 miles north- 
east of Manhattan, it is highly probable that 
the show window will be maintained as a 
landmark and attention-getter that even the 
famous bistro across the street can’t out- 
shine. 





Display Factor Elected 
By Design Group 

Francis F. Braun, an associate of Prod- 
uct Presentation, Inec., Cincinnati, was 
elected a member of the board of directors 
of the Society of Industrial Designers at 
the annual meeting of the group at Wil- 
liamsburg, Va. Braun, who was admitted 
to the Society in 1946, is the only member 
in the display and exhibit business. 


Product Presentation is one of the na- 
tion’s leading designers and producers of 
trade show exhibits, point-of-sale displays, 
animated sales promotion devices and show- 
rooms. The company is also well known in 
the field of product design and styling and 
in the planning and production of sales 
conventions. 





Grace Letter Company 
In Larger Quarters 

The Grace Letter Company has taken 
larger quarters at 77 Fifth avenue, New 
York City, with space for a large show- 
room and a complete display of various 
three-dimensional cork letter signs. 
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DOERR aasocatie— 
DOERR PM ua 
DISPLAY DESIGNERS AND MANUFACTURERS e PORTSMOUTH, OHIO 


a. « SE. 
METAL DISPLAY LEGS 





< Poe” IN A SIZE, SHAPE AND STYLE ral 

















rTuttovsti | } | 


1004A 3 ey oy 1006 106 1073 I075A 1008 §=6©1010 1011 1013 l01I3A 1014 1016 
4" 6" 6" % % 8" 10" ri" 13" pe 2 16" 


PRICES 


.. $5.95 Se 1006 . nn EE $8.95 
. S95 Aer, ere ... ee ne HT CTEE 8.95 
5.95 1073 Seer eS er ey , 995 
5.95 eres ae 95 ae ecchen 11.95 


Oe okiende ee 13.95 
PRICES ARE FOR SETS OF 4 LEGS 
Each leg is supplied with a clear 


Available in satin brass and satin 
plastic glide to protect the floor. 


chrome finishes protected by 


JOBBER INQUIRIES INVITED baked lacquer. 


HARLAN INDUSTRIES 


Exclusive Distributors to the Display Trade 
30 N. WELLS STREET CEntral 6-0092 CHICAGO 6, ILL. 
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GOOD USE OF CEILINGS 
AND VERTICAL SPACE 
(Continued from page 37 


the ceiling lost in shadow, along with the 
pipes. This spotlighting enhances floor-level 
visibility, which is fine because that’s where 
this merchandise is displayed — at floor level. 
This picture of the mattress and springs de- 
partment shows half the area; the entire area 
is in horseshoe formation, with center par- 
titioning forming the background for addi- 
tional display pieces on both sides. Each sepa- 
rate display is completely visible, with enough 
room to allow the customer to walk around 
on both sides. Ticketing is easy to reach, 
easy to read, and completely informative. 
Koom settings against the outer wall warm 
up the mattress and spring displays and identi- 
fy them with home and comfort. 


ORBITAL SANDER | The furniture department at Gimbel's uses 

} , flat or curved sur- the same color camouflage technique for the 

High efficiency on orizontal oe 8 pipe and ceiling problem but goes one step 
oon ow aie to edges. NO further in this instance: the panel partition 
“etre oe : i , durable sander 1s placed to make the ceiling pipe look like 
ae wer eae plastics, poe get part of the display structure. This open 
Sg etc. Largest sanding Pa design partition alternates airiness with wall- 
any hand sander. board oblongs upon which are mounted design 


j ee groupings of color and fabric contrast up- 
’ 





———— ' holstery materials. The white upholstered 
ae pee TWICTOR J. KRIEG, INC. | ) _ upholster 

oo im - Dee 1DePt: M, 611 Broadway pieces in the toreground show off their pris- 

a a a a a We Vs tine beauty against a colorful background and 


1 Gentlemen: lie? tenis oe ieiciaibieniieidiies ta 
VICTOR J. KRIEG, Inc.' Please send full details on LESTO at the ime type borrow imaginatively trom 


the color swatches. The customer sees them 

Sor ae ; Mond sow and QUSO Sander. as they are and as they can be, if bright 

New York 12, N. Y. ieenee a 7 er upholstery seems more desirable than plain 
GRomercy 7-5757 ' Address . ee a a a ne white. 

» City os LOMC. SPARC nnn And finally, in Gimbel’s mattress and spring 

department coil springs are merchandised in a 


Way that demonstrates good economy of space 


Creative Dis la Id | without ‘loss of selling convenience. Each 
Pp \ Cas | spring is mounted on a different color “leaf” 
ne | panel. The various colors show through the 

* Photography can help make 7 a | springs with pleasing effect. he entire unit 
your creative ideas come to | | | | is housed on a raised platform and each spring, 


. laced vertically, has factual ticketing attached 
life and set the atmosphere ; , ee on 

f as a selling help. This neat arrangement uses 
~ Sae. minimum floor space for maximum. selling 
appeal. 











This free booklet shows how 
you can use: 


PHOTOMURALS 
ENLARGEMENTS 
TRANSLITES 
CUTOUTS 
MONTAGES 

GIANT PHOTOSTATS 
ERASO PRINTS 
PHOTO FOLIOS 


This pictorial presentation shows _ that 
whether the store is new or old, the interior 
benefits from “top level” enlightened thinking. 
There is no ceiling on ingenuity. 

New Display Service 
Bows In Chicago 

Displays Plus, Inc., a new and compre- 
hensive merchandising service group with 
headquarters in Chicago is announced this 
week by A. R. Schulz, president of Thomas 
A. Schutz Company, Inc., quarter-century- 
old point-of-purchase design and production 
company. 








You'll find it handy for store win- 

- . dows, point-of-sale, trade show, 
FREE! Make Mine and convention planning. 

mang + See sk Price Lists included. 


STUDIOS 


Division of Rapid Copy Service, Inc. 
( 123 NORTH WACKER DR., CHICAGO 6, ILL. 








Jack V. Shippe, former San Francisco 
and Kansas City advertising executive, was 
named as president of the new Schutz Com- 
pany subsidiary. Displays Plus will funce- 
tion at both staff and field levels for the 


USE THE | latter's clients to counsel, train, and mer- 

Hy, OPPORTUNITY EXCHANGE _ chandise tor more effective use of their 
or any WANT AD pursece: | i Ng gg ) rapes Pee 

| plained. isplays us will also offer fielc 

woo etter co. ‘Same ane eae ae coe, | merchandising service for planning, pre- 
INCORPORATES REPRESENTATIVES WANTED | testing, marketing, consumer and dealer re- 

& $4.00 Per Column Inch— CASH WITH ORDER | action surveys, and actual retail outlet 





Please send my FREE ''Make Mine King-Size’ to: 


PIO cree 
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| 
1S! WEST I8th STREET, NEW YORK 11, N. Y. | | placement of its clients’ display material. 
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‘Masters Of Modern Art" 
Is Valuable Book For Display 

Of particular interest to displaymen is 
the publication of “Masters of Modern Art,” 
edited by Alfred H. Barr, Jr., by the 
Museum of Modern Art, New York City, as 
its major 25th anniversary year publication. 
Krom the thousands of wotks of art—paint- 
ings, sculpture, drawings, prints, films, fur- 
niture, architectural designs 
posters and photographs — collected by the 
museum, over 350 of the best and most 
characteristic have been selected for repro- 
duction in black and white. 
Sarr, director of collections at the museum, 
has written a 


and models, 


color and 
informative text for 
the sections dealing with painting, sculpture, 
and drawings: 


lively, 


tour other museum authorti- 
ties have provided texts on their depart- 
ments: Philip C. Johnson, on architecture 
and design; Edward Steichen, on photogra- 
phy; Richard Griffiths, on films; and Wil- 
liam S. 


In his 


Lieberman, on prints. 

entertaining text Barr combines 
scholarship with informal and varied com- 
mentary on artists and movements in mod- 
ern art. Quotations from artists, notes on 
the public’s and first reaction to 
paintings now greatly valued and generally 
considered modern masters, anecdotes about 


critics’ 


the pictures and the men and women who 
made them are woven into a fascinating ac 
count of the art of our time from the revo- 
lutionary painters of the late 19th century 
t.. the controversial work being done today 
here and abroad by young artists. 

The unsurpassed resources of the mu- 
scum’s modern print collection are discussed 
by William S. 
who 


Lieberman, curator of prints, 
clear what an extraordinary 
renaissunce has taken place in print-making 
through the work of many of the best artists 
of our period. Edward Stichen, director of 
the museum's department of photography, 
has written a thoughtful, sensitive introduc- 
tion to the 25 photographs he has chosen 


makes 


to represent the museum's collection, rang: 
ing from Brady's famous Civil War photo- 
graphs to recent experimental abstract pho- 
tographs by young Americans. Richard 
Griffith, curator of the film library, reviews 
some otf the principle masterworks in the 
museums world-famous (film library and 
uses stills from more than 60 movies to il- 
lustrate the 50-year development of the art. 

The 


tecture 


wide 
design 1s 


museum's influence in archi- 
and indicated by Philip 
C. Johnson, director of the department of 
architecture and design. 
museum's collection as 
typewriters, models of 


Objects trom the 
diverse as chairs, 

famous houses, 
church vestments, tools and machine parts, 
tableware, and posters from the Gay Nine- 
ties to the present are illustrated for their 
esthetic qualities and historical significance. 
Modern Art” contains 240 
pages, 356 Opages (77 in color), and is priced 
at $15. It is distributed by Simon & 
Schuster. 


“Masters of 





Hallowe'en Party Held 
By Chicago Club 

A costume Hallowe'en party was held by 
the Chicago Display Club the evening of 
October 28 at the Columbia Yacht Club. 
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AMERICA’S BETTER STORES 
USE MITTEN'S LETTERS 


The big names in retailing, stores with nation-wide reputations, employ Mitten’s Letters 
to put store character into their sign and display work. Stern Brothers of New York is no 
exception. Sales-stimulating window and interior messages and reminders such as the one 
illustrated above are made with Mitten’s Letters. At stores such as Bullock’s, Robinson’s, 
Rich’s — where outstanding displays are commonplace, you'll find Mitten’s Letters playing a 
featured role. Along Fifth Avenue — B. Altman, Franklin Simon, Russek’s, Peck & Peck 
constantly use Mitten’s Letters. They use them with all kinds of displays, with every type of 
merchandise and in almost all store departments. It’s with good reason that America’s better 
stores choose Mitten’s Letters. 

Mitten’s Letters are designed for flexibility. The fourteen letter styles are designed to 
work together in countless combinations, serving two purposes at all times: First, to decorate 
through their modern, yet classic beauty of line and form. Second, to emphasize a sales 
message by their clear, readable simplicity. 

Mitten’s Letters are adaptable for use on a variety of backgrounds from shimmering 
satin to the roughest concrete, depending on the effect you wish to achieve. Their depth of 
relief gives beauty and readability to the message, and by using side, direct or background 
illumination, dramatic effects are easily obtainable. Mitten’s Display Letters are less expensive 
than wood or plastic cut outs, are much more attractive and are ready for instant use. 


“~~ 


Write for Complete Information and Prices. 


Manufactured by 


Mitten's Display Letters, 2 West 46th St., New York City 19, or Redlands, Calif. 
Distributed by 


GARRISON-WAGNER 


2018 WASHINGTON AVE. 


METAL 
PLASTIC 
DISPLAY 


poruay LOI 10 


PLASTIC FABRICATORS 


COMPANY 


ST. LOUIS 3, MO. 


























44 MURRAY STREET | 
NEW YORK 7, N. Y. 
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GREATEST BOOK ON DISPLAY 


Ever Published, Say Country's Leading Display Authorities 
NOW IN ITS SECOND EDITION 
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Endorsed by the country’s 
foremost display directors. 


PRICE +10 POSTPAID 


Immediate Delivery! 
PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 
Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 


Variations on a Basic Idea 
The Display Calendar 
Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


...to make your displays sell more goods faster 
...it’s the kind of book you have been waiting for 
...it’s a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
display ideas and an invaluable reference work —in fact, a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to good selling displays. The author 
draws freely on his wide experience to explain each facet of 
retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 
that sell. Display problems and their solutions are explained in 
detail. It gives display a scientific background to make the 
medium of display more powerful and effective. Study the 
partial list of contents and you will realize that this is a book 
you MUST have. Its value to you cannot be measured by its 
reasonable cost. 


Order Your Copy NOW! 


DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


Display Materials [] Please send me a copy of DYNAMIC DISPLAY and enter or 





Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Geod Housekeeping 
The Workshop 

Windows cf the World 


extend my subscription to DISPLAY WORLD for one year, for 
which $13.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders, except Canada, $1.00 additional. ) 





DISPLAY WORLD 








Plaque To Be Awarded 
Contest Winner | 
Retail Reporting Bureau, New York City, | 
will present its first annual “Views & Re- | 
views” award at the January convention ot 
the National Retail Dry (;o0ds Association. 
The award, in the form of a bronze plaque, 


| 


is to be presented to the store that made 
an outstanding contribution to retail window 
display in 1954. The winning store will be 
selected by a panel of three judges named 
by the NRDGA. The judges are John L. 
Collins, manager, Holiday magazine; How- 
ard M. Cowee, H. M. Cowee, Inc., and 
Walter Hazeltine, designer, all of New 
York City. 
The selection will be made trom among 
all the entries in the annual awards com- 
petition of the NRDGA_ tor outstanding 
displays, and will be subject to their entry 
rules. (Retail Reporting Bureau requests 
that no entries be sent to the Bureau.) En- 
tries for the contest must reach Irving C. | . 
Kildredge, NRDGA, 100 West 3lst. street, ‘al al Pil 
New York City 1, by December 6. 
Howard M. Cowee will make the presen- 
tation ot the award to the winner at a 
visual merchandising session of the conven- 
tion on January 13.) An appropriate tribute | oe 
to the winning store will be engraved on ; 
the plaque. | FIBERGLAS 


“Flying Displays’ | PLASTIC 
Promote Travel . 

Following the civic christening ot the DC- | 
6B “City ot San Diego,” commemorating | . - 
eine. Almas Sinaia Mattes Mins Cihaan hs. | the robert leni corporation 110 west 34th st. new york 1, n.y. 
engine flights, Western Airlines revealed | 
plans tor a continuing merchandising pro- 


gram in cooperation with Caliente, the q F 
internationally-famed Baja Calitornia race St: e ~- 2 America S Largest and Best 











course, e e . 
This tie-in centers around four spectacu- | Selling Moderate Priced Line of 

lar illuminated “flying displays” in full 

color inviting the public to fly the Western effe e * e 

skyway and visit beautiful Caliente. The Artificial Flowers Foliage and Set Pieces 

plan calls tor a semi-monthly rotation ot 7 

the window displays, covering all of West 


a 
ern s major ticket offices. For Spring, Mother 4 Day and Summer 


Now located in Seattle, Tacoma, Portland 


and San Francisco, the displays ultimately 
will be placed in Western Airline offices as FOR THE DISPLAY JOBBING TRADE 


tar east as Minneapolis and St. Paul. <Air- 


line executives estimate the displays will ROOMS 529 and 530, on the Sth Floor of the 


“log” approximately 25,000 combined = air 


miles. Located in the heart of key markets HOTEL NEW YORKER 


and population centers, they are expected to 


generate a total circulation of more than ON DECEMBER | Ith to 15th 


150.000 000 p< rsons. 


“ Send your request for your FREE Catalog 


Hecht Company Promotes 
Harold Melnicove 


Formerly vice-president and director of 

merchandise presentation, store planning, | ‘ 
building supervision and maintenance, Har- 
cld Melnicove has been promoted by The 29 HOWARD STREET NEW YORK 13, N. Y. 
Hecht Company, Washington, to vice-presi- 
dent in charge of publicity. At one time | &£ 

display manager of the store, he will also | Yy ’ ~ : \ hl St 1 * Be 
continue to direct store planning. He as- | GARMENT RACKS y a] '¢ pins 


@ Chrome Finish * bl/’2 tt. Fiat Boxes 


Manufactured and Imported by 














: i - > , ( : sc Py > ¢ , * = 

sume: his new duties on February 1, suc- | © Ball Beoring Rollers , bey at on 

ceeding James Rotto, resigned. | eS’ High — 5’ Wide 
. . @ Easily Assembled ea : (59 b Mn) ¢ 

At the same time Lester Melnicove, dis- | — HP Lb- #17 o2c-f74 
~ae gf a M. SEIDMAN ry | 
play director, will take over the task of | Single $2! .00 1622 Federel St. Philo. 46, Pe. Double $35.00 SEND $1 {o> :* SAMPLE ‘o 
managing merchandise presentation. | SUKAVE CO. NC Siteme Se 
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JUTEBOARD ... SOLID COLOR 
Barber Pole Stripe 


DISPLAY 
TUBES 


IN STOCK FOR 


e 81 Color 
Combinations 


e@ 8 Diameters 


@ 6 Lengths 


Write for 
Color Swatches 
and Details 


Manufactured by 3 
ROUND TUBES & CORES COMPANY 
801 North Peoria Street © Chicago 22, Illinois 

“Ground Floor’’ Opportunity 
for Stocking 
Distributors 








ALUMINUM FOIL Plain and Embossed 


Our foil is wound on 1° cardboard cores. It has a 
gauge of .00005 in 20° by 50° rolls. Highly burnished 
and guaranteed 
“SKY Unicolor plain Aluminum toils per doz. § .90 ea. 
Vanity Fair’? Embossed Aluminum foils per doz. $1.10 ea. 
In quantities 13 to 24 less Se ea. 25 and up less 0c ea. 
Colors: Red, Aqua, Pink, Fuchsia, Orchid, Blue, Light 
Blue, Silver, Green, Nile Green, Chartreuse, Purple, Gold, 


White. 
Chingos éy heme 4 


818-20 AVENUE of the AMERICAS. NEW YORK LN Y 
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Order Your ‘‘Naturalike” Grass Mats 
and TUFF-TURF sprinklings from vour display jobber 
today —NOW! “NATURALIKE” are the finest GRASS 
MATS vou can buy. Ask for ““NATURALIKE” when 
ordering. 


MEMORIAL GRASS COMPANY 
UHRICHSVILLE, OHIO 











AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Doweis and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 


i A S$ T a fr RABBIT UNITS, EGGS 
AND PAPERS 

5 p a i N G PAPERS, FOILS AND 
ACCESSORIES 


GRASS MATTING — SCROLLS — FOIL BORDERS 
Send for Catalog 
THE MULDNER COMPANY, INC. 
397 Bridge Street Brooklyn 1, N. Y. 
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VMG Speakers To Discuss Tom Lee, Tom Lee, Ltd., New York City, 
"Selling More Via Display" “How display can sell more tashion mer- 
The Visual Merchandising Group, 
tional Retail Dry (Gsoods Association, will : 
meet the morning ot January 13 during the Amplex Corporation 
annual convention of the NRDGA at the Promotes Two 
Hotel Statler, New York City. Edward Amplex Corporation, Brooklyn, has named 
von Castleberg, Bloomingdale's, of the same  Kobert M. Freeman as general sales man- 
city, will be chairman of the session. ager, it is announced by A. M. Parker, 
Among the speakers are John H. Dubuis- president. Formerly metropolitan sales rep- 
son, vice-president and general merchandise — resentative, he will coordinate company-dis- 
manager, Cain-Sloan Company, Nashville, tributor sales policy under the direct super- 
who will talk on “How to use good display vision of W. R. Freeman, vice-president in 
principles in store planning; Frank L. charge of sales. 
Pallotta, publicity director, Rich's, Atlanta, It is also announced that Kenneth Carr 
“How to coordinate display and advertising has been made Western divisional sales 
to sell more goods; Walter E. Reitz, Jr... manager. He joined the firm a year ago, 
vice-president in charge of finances, The and in his new capacity he will assume 
Hecht Company, Washington, “How to bud- general management of the complete Amplex 
get for a successful display program,’ and line in the 1] Western states. 


Na- chandise.” 





THE DISPLAY PARADE No. 186 by Bfyprer-e 





A craouate OF ARTS AND GRAPHIQUE IN ZURICH, 
VAN HOLLANDER BEGAN HIS DESIGN AND 
DISPLAY CAREER IN HOLLAND, GERMANY, 
AND FRANCE. OPENED HIS OWN 
DISPLAY ADVERTISING AGENCY IN 

PHILADELPHIA ,1936. JOINED 
GIMBEL'S DISPLAY DEPARTMENT IW 
1941 AS HEAD DESIGNER. AFTER 
SERVING WITH THE PSYCHOLOGICAL 
WARFARE SECTION OF MILITARY 
INTELLIGENCE DURING THE WAR HE 
RETUANED TO GIMBELS NEW STORE 
PLANNING DEPARTMENT TO DIRECT 
STORE-WIDE ART PRESENTATION, 
PARTICULARLY POSTER AND 
PACKAGE DESIGN. IN 1953 HE 
WAS NAMED DISPLAY DIRECTOR. 


nesceO wernt] omtl] = $ 


/ __Dinectep Reconstauction oF FAMOUS 

got. WIESBADEN OPERA HOUSE; WAS DECORATED 
6Y DUTCH GOVERNMENT FOR HIS PART IN 
HOLLAND FAIR. IN 1949 DESIGNED 


5 THANKSGIVING DAY 
PARADE . 


Hossies: MAKING wee 

AND BAMBOO MOBILES AND PicTURES, 
ANO SUNDAY GARDENING WITH HIS 
EAGER YOUNGSTERS, JERRY AND JASON. 








DISPLAY DIRECTOR 
GIMBEL BROTHERS, PHILADELPHIA 
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REVOLVING CEILING MOTORS 


YOUR TURN...FOR ATTENTION- GETTING, 
EYE-CATCHING MOTION 


THESE UNUSUAL 
FEATURES: 


Notched shaft permits 
easy hanging. 





Plugs into any A.C. out- 
let. 


Easily attached to ceiling. 
Supports up to 5 lbs. 

10 R.P.M. 

6' cord. 


SEE YOUR LOCAL DISPLAY JOBBER OR WRITE DIRECT TO: 





NEW YORK: 130 West 46th Street 
CHICAGO: 115 So. Wabash (Wurlitzer Bldg.) 
LOS ANGELES: 1113 So. Los Angeles Street 








INFLUENCE OF DISPLAY 
AS A CULTURE FACTOR 


[Continued from page So] 


(Editor's note: The author is the well- 
known fashion historian and the owner of the 
famous collection called “Two Thousand Years 
of Fashion.” 

(The Lederman collection comprises more 
than 10,000 items which are available for 
special showings im retail stores and_ else- 
where. Typical exhibits from the collection 
include the following: world fashion show 
consisting of characteristic costumes, hats, 
and accessories from the Renaissance to the 
20th century; American fashions on parade 
from Colonial times to the 20th century; na- 
tional costumes of 45 nations; men’s fash- 
ions through the centuries; 2,000 years of 
handbags; 2,000 years of gloves; 2,000 years 
of shoes; 4,000 years of needlecraft; lingerie 
through the ages. Practically every kind of 
merchandise is covered in the collection, de- 
tails of which may be secured from the author 
at 16 West 77th street, New York City 24.) 


Purvis Is Promoted 
By Georgia Firm 

William L. Purvis, Jr.. has been promoted 
to display director of Cullum’s, Augusta, Ga. 
He succeeds Harold R. Jenne, who has 
joined Ed Millin Company, Charlotte, N. C., 
as display head. Prior to joining Cullum’s 
some time ago as assistant, Purvis was 
associated with L. S. Ayres & Co., Indian- 
apolis, and Rich’s and Davison-Paxon Com- 
pany, Atlanta. 
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in Room 604 
Boas Vw Yorker 


during Wlarket VP 


| peg Aa 11th fo 15th 
(Jus Complete Spring ohiue will be shedn in our 


Garden Showrooms 


13 WEST 27th STREET, NEW YORK, N. Y. 
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T x A Cc Y p A a A D gE S Discriminating Display Managers 


Builders for the Greatest Shows on Earth | Specify 


Ringling Bros. Barnum & Bailey —. Macy's | 
Thanksgiving Day Parade. oa 
UNUSUAL FLOATS DESIGNED AND BUILT. | 
HEADS OF ALL DESCRIPTIONS. Order From Your Display Jobber 


Some Rentals A Product of Bontec Laboratories 
BOX 12 (Across the River) SECAUCUS, N. J. 1350 Watson Ave., Wilmington, Calif. 











Be sure to see the 


Harry C. Cohen Co. 


DISPLAY AT 


MARKET WEEK! 


NEW? Line 


of Ornamental tron and 


, , 
\ ompletely 


Wire Displavers for Spring 


649-650 


HOTEL NEW YORKER 


Dec. 11 thru 15 


The HARRY C. COHEN CO. 


5866 Baum Bivd., Pittsburgh 6, Pa. 











See the new... 


SIGNMASTER 


at Room 723 


Hotel New Yorker 


NADI 
Market Week 


December 11 to 15 


1196 Merchandise Mart 
Chicage 54, Illinois 
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we express our congratulations to 

yu the excellent editorial job which 
your magazine does in supplying intorma 
tion of tremendous interest to all participat 
in the display field. All good things to 
lack \ 


ilis, Ine : 


Shippee, president, Displays 
Chicago 

You will be pleased to know thi’ DIS- 
PLAY WORLD is arriving regularly, and 
that we continue to find it thrilling reading 
indeed. We were very interested in your 
editorial on “Display Behind the Tron Cur 
tain’ and, trankly, we all wondered how 
you got hold of the imtormation \s an 
interesting point in the photograph that was 
published with it we saw the European in 
fluence of building multiple merchandise 1n- 
to strong lines, thereby creating solid torm. 
It is interesting to see, we think, how this 
influence prevails in’ Europe and 1s_— so 
cleverly handled for imstance, by Ger- 
man display people. 

Whilst on this subject, it looks as though 
we shall have to look to our laurels with 


the competition we are getting from our 


friend Hermann Schlipphacke and others of | 


equally high calibre. [I suppose you can see 
just how the German boys are making the 
pace This is in evidence to us by photo- 
graphs we receive down here in Australia. 

Qjur sincere thanks for a continued high 
standard of periodical production evident 
in DISPLAY WORLD.—Peter A. Hunt, 


Taubmans Pty. Ltd., St. Peters, Australia. 


| wouldn’t miss an issue of DISPLAY 
WORLD, and in fact I haven't in 12 years. 
It's my bible. As a matter of fact, [ve en- 
couraged all my new help through the years 
to read all my old issues.—John Feyas, Sears, 


Roebuck X Co., Jamestown, N y 
Please send me DISPLAY WORLD for 


one year. I find it indispensable in my work 
as a designer and account executive in the 
display tield.—George F. Capwell, Manchester, 
Conn 


K-closed please find a check tor my 
subscription to DISPLAY 
[| have been doing display work 


next vear's 
WORLD. 
since 1906 and can truthfully say that your 


DISPLAY WORLI) is the only and_ best 


| magazine any displayman can get. It is 


worth two-for-one for every dollar he has 
in it—J. A. Nichols, Clarksburg, W. Va. 

This Display Review you plan should 
prove to be a wondertul idea, and I[ will 
look forward to the big special January 
issue.—Harold McLarin, The Bon Marche, 
Seattle. 

| think the proposed Display Review 1s 
very exciting! I expect to learn a lot trom 
it. The educational potential, over and 


| above the human interest appeal, to my 


mind is one of its most important aspects.— 


| Tom Watkins, Ellis Stone & Co., Durham, 


North Carolina. 





FOR 


PAPIER 
MACHE 
FORMS 


Selling to Jobbers 
Only 


|W. H. Window 
5 Display Co. 


119 Ave. D 
New York City 9 

















RUSTIC & 


WESTERN DISPLAYS 
BIRCH 


Poles — Branches 


CEDAR 


Poles — Slabs — Bark 


Rustic Furniture Co., Inc. 
"PARKCRAFT" 
Phone WI 9-6479 Williamstowa, WN. J. 














WHITE MICA 


FIREPROOF .. . REALISTIC 
SPARKLES LIKE Meal SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


JORDON & VAN DYKE STS. 
EAST RUTHERFORD, N.J. 


1525 CIRCLE AVE. 
FOREST PARK, ILL. 





ATTENTION DISPLAYMEN 
THE MANKO FABRICS CO., INC., WISH TO AN- 
NOUNCE THEIR REMOVAL TO LARGER QUARTERS 
AT 156 WEST 28TH STREET, NEW YORK CITY 1. 
WE SPECIALIZE IN 
Puffing foils, 50 ft. rolls, 20'' wide and specially priced 
at $1.00 per roll for silver and $1.25 per roll for colors. 
We also carry tarlatane nettings, rayons, plushes. 
ribbons and novelty cloths. 
SEND FOR PRICES AND SAMPLES 
Special quotations to dealers and jobbers. 





OSARENT Little Letters 
New Electronic Process 
Die Cut Wood — No Die 
Molded Plexiglas — No Mold 
1," -4” High—8 Styles—Stock 

Send for Catalog & Samples 


Josarah Enterprise 27,.0,d5'N0"s 37. 








SHOULDER COVERS 
Vinylite window-clear — vinyl — polythene. 
Price list & samples en request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 VARDVILLZ, WN. J. 
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I'm sure youll have a wondertul set ot 
display photographs in the Display Review. 
—Don Springer, Levy's, Jacksonville, Fla. 


interest 
\. Van 


[ shall look torward with 
to seeing the special January tssue. 


Hollander, Gimbels, Philadelphia. 


great 


[ know that your Display Review in the 
January issue will be a knock-out.—Eugene 
W. Turner, George Muse Clothing Company, 
Atlanta. 


I consider it a privilege to be included in 
the Display Review and will be looking tor- 
ward to receiving this special issue.—EImer 
C. Diehl, The Bon Marche, Sacramento, 
California. 

The best of luck to you on this Display 
Review, and [| will be looking forward 
eagerly to the January \llan L. 
Schwartz, Jacksons, Oakland. 


issue.- 


Hope your January issue will be success- 
ful, and I am looking forward to seeing it.— 
Hans Carstens, Younker-Davidson’s, 
City, Iowa. 


Sioux 


sold my used 
advertised in 
WORLD 
ot 
De 


[ am glad to report that | 
Christmas mechanical display 
the October of DISPLAY 
the next day after I received my 
that issue—John G. Barton, Schear’s 
partment Store, Evansville. 


issue 
COpPy 


In our release sent to you recently cover 
ing the appointment of Barton M. Lewy as 
sales manager of The Display House, 1709 
North 12th street, Philadelphia, we in 
error. 
Mr. 
representative, 
remains 
Walsh, George F. 
\gencv, Vineland, N. J. 


were 


has been appointed a= sales 
and EF. J. “Bill” Campbell 
manager. } 


Walsh 


Lewy 


George F. 


\dvertising 


sales 


as 


\iter reading DISPLAY WORLD tor 
several years | find it as interesting and 1n- 
formative as ever, and look torward to the 
receipt of each 1ssue—Id. Saraiga, Saraiga 
Display Service, Fall River, Mass 


Contest Judges 
Named By NRDGA 


A panel of three has been named to judge 
the 1954 wmdow 
petition 
Retail 
direction 


and interior display com- 
the National 
Dry Association. Under the 
ot Irving C. Eldredge, assistant 
manager of the Visual Merchandising Group 
of the NRDGA, the panel will meet prior 
to the annual convention at the Hotel Stat- 
ler, New York City, January 10-13, to pick 
the winners. 


being sponsored by 


(;00ds 


The judges are John L. Collins, merchan- 
dising manager, Holiday magazine: How- 
ard M. Cowee, H. M. Cowee, Inc.. and 
Walter Hazeltine, designer: all are of New 
York City. 

The names of the winners will be an- 
nounced at the convention and the winning 
photographs will be on exhibition. 

Kntries for the contest must reach Eld- 
redge at the NRDGA, 100 West 21st street, 
New York City, by December 6. 
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Clem Gradley sage 


heartily recommend Hansen 


“My staff andl 
Tackers for 
durability, usefulness and adaptability..." 


Display Director 
Corson, Pirie, Scott & Co., Chicago 


¥ 


Pictured are Hansen 
Tackers used for in- 
stalling display im one 
of Carson s State 
Street windows. 


MODERN Displaymen like 
Clem Bradley everywhere 
recognize the speed, utility 
and adaptability of the 
Hansen one-hand Tacker. 
Compact, portable, easy- 
speedy operation, Hansen is pre- 
ferred for all tvpes of display in- 
stallation— backgrounds, stream- 
ers shelf, floor and wall cov- 
erings ribbons, rosettes, mer- 
chandise on cards, etc. 
loaded, ready 
use 


Seli-contained 
for instant, continual 
balanced design for accurate work 

Take-up Jaw for quick, easy 
these exclusive Han- 
features save time, steps, 
materials! 

REQUEST 
BOOKLET 


servicing 


sen 


|. 


HANSEN - 
THE 

DISPLAYMAN’S 
TOOL 


N MFG. co. 


HANSE 


wooo AVE.. CHICAGO 40, 


5041 RAVENS 





EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers. Unsurpassed beauty. 

Tremendous Verieties in Stock 


MILTON S. AHRENS, INC. | 
Importers — Mfgs. — Exporters 
56 W. 36th STREET NEW YORK 18, N. Y 








RAO Foil Paper, Base Metal 
RAO Foil Cloth 


Special Discount to Jobbers 


R. A. OHLHORST 


278-292 Johaston Ave. Jersey City 4, N. J. 
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Hotel New Yorker... NADI 
Market Weeh, Dec. $7 -75, 


Room 718 and 779. 





See the new... 


SIGNMASTER 


at Room 723 


Hotel New Yorker 


NADI 
Market Week 


December 11 to 15 


1196 Merchandise Mart 
Chicago 54, Illinois 








DY-O-RUG 
FOR COLOR MAGIC 


The Perfect Dye for Display Purposes. 
Saves Time—Saves Money—Easy to Use. 


Get color harmony or renew worn, faded carpets 
without removing from floor. Also wool fabrics, 
draperies, etc. 


Easily applied — Ready for use next day — Pint 
covers 108 square feet — 14 colors. 


PRICE — All colors $2.29 pt. — Black $3.00 pt. 


HELMS CHEMICAL CO. 


BROOK, INDIANA 


nas NY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 


Write for literature. 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41, III. 
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USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$4.00 Per Column Inch— CASH WITH ORDER 
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DECEMBER, 1929 

Everett W. Quintrell, display manager for 

the Elder & Johnston Company, Dayton, Ohio, 
went to Marietta, Ohio, as a representative 
of the International Association of Display 
Men to judge a local Christmas display con- 
test in which 45 merchants participated. First 
prize in the department store class went to 
Bengel, Otto Brothers. 
Dubuisson, display manager for the 
Cain-Sloan Company, Nashville, carried off 
top honors in a Christmas display competition 
staged locally by the Associated Retailers of 
that city. 

John A. Abraham & Straus; 
Henry Sherrod, Frederick Loeser & Co.; J. 
Fernandez Velloza, Martin’s, and Harry Dhiet- 
zel, ¢ yppenheim, Collins & Co., all of Brooklyn, 
judged a display contest for small local stores. 

Ernest A. Lawrence, display manager for 
the Standard Furniture Company, Salt Lake 
City, left on a trip to Hawaii, New Zealand, 
and Australia. 

Edward S. Arkow announced his resigna- 
tion as display manager for Arnold Con- 
stable & Co., New York City, after four years 
with the firm. 

Lawrence formerly assistant at 
McAlpin’s, Cincinnati, became head of the dis- 
play department after the resignation of 
Roland Whiteman; the latter entered a differ- 
ent field. 


George 


John 


Rosenberg. 


(;aston. 


DECEMBER, 1944 
Following the resignation of Harry Dietzel 
as display director for Hearn Department 
Stores, with headquarters in New York City, 
Nat Friedman, his took over as 

acting head of the department. 
(scar Rutgers took over display for The 
Namm Store, He had been in 


assistant, 


srooklyn. 


| charge of display for Davison-Paxon Company, 


Atlanta, and was also vice-president of the 
Atlanta Display Club. He _ succeeded 
Rosenberg at Namm’s. 

The appointment of Leigh Allen, display 
director for Macy’s, New York City, to the 
store’s Board of Councillors was announced. 

Succeeding Fred Mayer, resigned, Charles 
Blasci became display director of Schindel’s 
Department Store, Perth Amboy, N. J. 

Edwin Wussow resigned as national window 
display manager for Sears, Roebuck & Co., 
Chicago. Prior to joining Sears, he was 
for many years in charge of display for 
Schuster’s, Milwaukee. Russell Larson of 
Sears’ display department took over as acting 
head. 

Krank Vermilye resigned as display mana- 
ger for The Goldring Company, Shreveport, 
La., in order to join Maison Blanche, New 
Orleans, in a similar position. 


sam 


John Schaleger, formerly display manager 
for Ed Shuster & Co., Milwaukee, and _ first 
vice-president of the Milwaukee Display Club, 
joined Sellel’s, Alton, Ill, as sales promotion 
manager and supervisor of display and adver- 
tising. 

Formerly display director for Lucien Le- 
Long, Inc., New York City, Richard C. Jones 
became package design director for Revlon 


Products. He was succeeded at LeLong’s by 
Pichenot, who had been in charge 
of display for Franklin Simon & Co., of the 
same City. 

Winston was promoted 
assistant to display director of 
Simon & Co., New York City. 

Andrew Matzer, Rollman’s, was reelected 
president of the Greater Cincinnati Display 
Club. Members of the executive board were 
W. H. Grover, H. & S. Pogue Company; 
Irvin Riga, Potter Shoe Company, and Nor- 
man Feldhaus, The Big Store. Junius Fisher, 
General Display Corporation, and William 
Arinow, Shillito’s, were appointed to direct 
publicity. 

James J. Hughes, display director of E. W. 
Kdwards & Son, Buffalo, for the past 11 
vears, was appointed general superintendent 
of the store. 

Robert Campbell, for many years display 
manager of the Evansville Dry Goods Com- 
pany, Evansville, and for a short time in a 
similar position with The Fair Stores, Kan- 
kakee, Ill, resigned in order to head dis- 
play for Hoffman-Wells Company, also of 
Evansville. 


RKobert 


from first 
Franklin 


Jones 





WORLD'S MOST UNUSUAL 
DRUG STORE DISPLAY 


[Continued from page 33 
schooner passes by on the horizon. The 
registration book records thousands’ of 
names from all over the country. A repro- 
duction of Doc’s original drug store is also 
on this same floor. 

The tremendous volume of sales and the 
wide popularity attained by Webb's City is 
a testimony to the value of showmanship in 
selling. 

The display department does not operate 
on a fixed budget; however, in such an 
operation as Webb’s City, a reserved amount 
must be set aside for special promotions. 
Usually these promotions are so spontaneous 
that most of the props, excluding a stock- 
pile of papier mache and the like, must be 
constructed by the department. 

Operating with such a limited staff does 
not allow the breaking down of the depart- 
ment into exterior and interior divisions. 
The staff consists of only six persons, and 
having so much territory to cover requires 
the very close cooperation of everyone con- 
cerned. A tight schedule must be main- 
tained at all times. 

Props are changed every two weeks, with 
a merchandise change weekly. A dummy 
window is set up in the department a week 
in advance and sketches are made by the 
one responsible for the installation of this 
display. A file of photographs is kept on 
what is believed to be the most successful 
displays of the year and these are sometimes 
repeated after a reasonable lapse of time. 
An extensive library on subjects relative 
to display is made available to members of 
the department as well as to department 
managers and sales personnel. New books 
are added constantly to the collection and it 
has proved invaluable as an aid to a better 
selling job. 

Concerning the interior, there are 20 
shadow boxes that must be changed monthly 
on the street floor. On the second floor mostly 
ledge and island displays are used. The 


DISPLAY WORLD 








3 HERTV MOTION DEVICES 


for UNLIMITED ANIMATION 


REQUIRES NO ELECTRICITY—Run day and 

night continuously for 5 to 8 weeks on 2 

Fs ordinary 10¢ flashlight batteries! Carry up to 

“7 Ib. 5 R.P.M. 

— “SEELA” (ceiling turner) 

dia. 54" Can be hooked 

easily to ceiling. Sample 
unit: $8.75 P-P. 


me! The 


“= os © 


“TURNETTE” 
(turntable) 
dia. 74" 
Sample unit: 


“TURNAM?” (motor) 
Versatile! Ideal for use 
on most any type of 
animation. Sample unit: 





Newest of All! Amazing! 
P BATTERY — MOVED Pre- 
cision CLOCK MOVE- 
MENTS. Run 500 to 800 


B days on 2 ordinary 10¢ flash- 
light batteries! 
incl. hands 


and batteries: $8. 75 P.P. 


IHERTVY co...N. 


Sample 








Rego Park’ 
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DESIGNED AROUND YOUR NEEDS! 


For the bold and dramatic or the small scale and precious qualities, 
good taste combined with unmistakable and unique effect — we have 
for immediate delivery o complete line of decorative surface treat- 
ments, paper or fabric. Write for sample books. 


LAVERNE ORIGINALS 


160 EAST 57th STREET * NEW YORK 22 * Plazo 9-5455 
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merchandise on the latter is usually changed 
by sales personnel in the departments. How- 
ever, the display department is responsible 
tor the appearance of these displays and a 
check is made of them each morning before 
the selling floors are opened for business. 

The third floor, the 
department, contains approximately 24 
shadow-boxes and numerous counter and 
ledge displays that must be changed twice 
monthly. 


house furnishings 


The department is also responsible tor 12 
room settings on the fourth floor, devoted to 
furniture. The sales personnel is responsi- 
ble for etc., in these model 
rooms and the display department constructs 
new model rooms three times yearly. 


accessories, 


The outdoor advertising consists of per- 
sonnel recruited from the repair and main- 
tenance department. A map of the Southern 
states, showing the location of Webb's buill- 
boards, is kept up to date with a pin repre- 
senting the location of each sign. Periodic 
trips are made by the outdoor advertising 
department to keep constant check on the 
condition of the 
repair are brought in for repainting. There 
is always a spare tor sign, which is 
left in the place of the one being repainted. 
The maintenance of all large neon 
is contracted to outside concerns. 


signs. Those in need of 


each 
signs 


Webb’s beautiful roof garden is the scene 
ot fashion shows given about four times 
yearly. The display department works with 
the fashion coordinator on the staging of 
these shows, supplying the backgrounds and 
props. All advance publicity is handled by 
the fashion coordinator in conjunction with 
the advertising department. Wherever pos- 
sible, a close tie-in between the advertising 
and display departments is maintained. This 
is especially true concerning store-wide 
promotions, when a meeting is held between 
“Doc” Webb and all department heads. 
After determining the type of promotion, 
the advertising and display managers then 
work out the theme to be used. 

Webb's City 
for customers 
and the display 
upon ata 


provides free entertainment 
frequently during the year 
department may be called 
moment's notice to create back- 
grounds and furnish props for anything 
from a serious lecture or a customer-par- 
ticipation amateur night presented on the 
roof garden, to a “Wild West” rodeo held 

the parking lots, or a high trapeze act on 
the top of the building. Such diversity 
means that each individual in the depart- 
ment must have the ability to comprehend 
and carry out to completion any one of such 
projects handed to him on short notice. 





Patent Rights Obtained 
By Thall Plastics 


Exclusive patent rights for the adjustable 
“Suzy” blouse and “Daisy” 
player have been obtained by Thall Plastics, 
Inc.. New York City. The “Suzy” blouse 
displayer besides being made in plastic will 
be made in black wrought iron and 

Along with this, Thall is introduc- 
ing to the display field a new plastic chil- 
dren’s and men’s shirt displayer with the 
same patented construction. First showing 
will be made at the showroom, 153 Chambers 
street, New York City, during December. 


garment dis- 


also 
brass. 





a relief! 


...saved me five 
clean-ups this week. 


TANT 
SETS INSTAR 


Will not skin ie ™ 
“mo waste.«** 
many clean-up: * * 
not set on ff 
plate or peg 
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Dries in a few minutes, 


type and ink plate without hardening. 


readily any time. 
silver and copper. 


By the makers of Line-O-Scribe 


THE MORGAN CO. 


3984 Avondale Ave., 


nricago 4}, 


can be left on rollers, 
Cleans 
Comes in all colors plus gold, 
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GRAFOREL 


EASY TO MAKE 
WITH NEW 3-D CORK LETTERS 


Make your own signs quickly and easily 
with smart new ready-gummed Graforel 
letters. Just moisten and stick in place. 
They hold securely. Can be used in 
natural cork color or painted any color. 
Ideal for window display, exhibits, movie 
titles, and advertisers. Twelve type 
faces to choose from! Sizes from % to 
4 inches high. Buy in 100 or 300 letter 
assortments or just the letters you want. 


Write or phone for samples and catalog. 


GRACE LETTER COMPANY 
77 Fifth Avenue, New York City 


Garrison Wagner Co., St. Louis, Mo. 
or vour local jobber. 


TO DISPLAY 


HOSIERY 
AND 


Y 


made from 

FAIRYLITE* 

PLASTIC, 

a product of 
4’ SHOE FORM 


3 1 co. INC. 
. AUBURN, N.Y. 





*Reg. U.S. Pat. Of. 
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Midwest Display Equipment 
Acquired By Nu Era 
The Nu 


headed by 


Kra Display kixture 
Milton Kravitz and 
Powers, has acquired control of the 

Display ¢ hoth 


~~ # new 


(Company, 
(above. lett) 
Marvin 
Midwest 
located 
will be 


ompany ; firms 
Phe 


l'ras 


aTe 
corporation 
Midwest Dis- 
and distribute 


lous 
Nu 


will 


1 
known as 
Inc., and 
Korrect Way Products. 

Nu Era established in 1948 in small 
quarters, handling a tew basic display prod 
In of 1952 the 
to at 

street, 


plays, feature 


Was 


January 
its present 


ucts. company 
SOS North 


floor 1s 


location 
the first 
a spacious showroom and the sec- 


moved 
Seventh 


voted to 


where de- 


ond floor is used as a storehouse. 
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A feature of the firm’s operation has been 
immediate delivery accounts 
the St. 

delivery truck and a large stock on hand 

The firm, in addition to 

display fixtures, handles self-selection mer- 

chandising units, wall fixtures, 
and also furnishes a store planning service. 


an service to 


in louis area, made possible by a 
ot staple items. 


cases, efc., 


Report Cites Success 
Of Display Unit 

How good merchandising at the point-ot- 
sale raised the sale of Gillette razor blades 
much 64.8 per cent is outlined in a 
“Fact Report” just issued by the Point-of- 
Purchase Advertising Institute, New York 
City. The report states: 
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—''This is a photograph of a fashion window in which we tried a special new lighting effect,” says 


Adolph Van Hollander, display director of Gimbels, Philadelphia. 
first time that neon tubing has been used in this way, and it proved most effective. 


"To our knowledge this is the 
The longest 


piece was 20 feet in length, and the brilliant aqua, orange, and pink tubes were the only color 


accents (with the exception of the over-size theatre tickets) in the black-fashion windows. 


The 


neon lighting gave a most unusual and interesting theatrical effect to the entire display, which 
marked the opening of the current theatre season here''— 


DISPLAY WORLD 





In the drug store, razor blades are largely | 
an impulse item, and should therefore be | 


prominently displayed to receive best sales | | 
results; people have to see the blades to (Oa New Naren COLORAMA 
be reminded to buy them. However, be- a - 
cause a package of razor blades is small, “i P _ ‘ ‘ 
druggists were afraid to display the blades — port Jor Dramatic Display Lighting 
on the counter because of the chance of ' “Ae 
pilferage. ; - 

The problem therefore was to devise a Rahn THE AUTOMATIC COLOR SPOT WITH 
way to prominently display the blades in ™ : UNBREAKABLE FILTERS 


an accessible spot, in such a way as to 

prevent pilferage. Also, because of limited 

space on drug counters, the display must be " 

compact. aren INDUSTRIES, INC. 
It was felt that good merchandising of 

razor blades was important because shaving 2104 N. Orchard Street, CHICAGO 14, ILL. 

products are an important segment ot the 

retail drug business. Some $265,760,000 1s 

spent annually on ‘shaving products and | 

accessories. Annual consumer expenditures 


for razor blades and razors total $107,950,000, | Enjoy the Added Beauty of Your 


as contrasted with $93,050,000 spent on film, | LIGHTED Tree in MOTION... LY:Y:, the new. a 














and $43,640,000 on toothbrushes. | 
The solution to the problem is the Gillette | 
| KASSON Revolves 


counter merchandiser GV-49._ The _ first | ELECTRIC . Sn 

(;illette merchandiser was initiated several | CHRISTMAS = Sieate 
ae . § ; wee: te CY. | TREE TURNER 

years ago, but it is the new style GV-49 | 


which has shown really impressive sales 








results. 


rhe merchandiser is a 14- by 17'%-1nch | Adjustable at Room 723 
cabinet which 1s placed on the drug store | to ment 
counter near the cash register. The G\V-49 | Tree Sizes! 


merchandiser has a glass top which pre- | Hotel New Yorker 
vents pilferage, and at the same time promi- | Ideal for holiday windows and Christmas displays 
nently displays the blades. In addition to | throughout the store. Sturdy, dependable self- 


: ae starting A.C. motor. Double, built-in outlet for 
the tact that the merchandiser Is an eye- tree lights . . . Will revolutionize your trim! NADI 
catching, compact, and pilfer-proof display, 


ieee , d ee @ 
it is also useful to the druggist as a change 


“ 


tray. What is more, the display case 1s The Oldest Name in Turntables | Market Week 


. ; ! 
used to merchandise other brands of razor Available for Every Need! 
blades along with Gillette's. Used throughout 


& 
‘on ; Asso the world for sales- 
The merchandiser was promoted through Tt ‘Sh a oastion action December 1] {0 15 
the Gillette salesmen by a special package Ro O O displays. 18" table 
€ 


; . olves 3 times a 
deal. When a druggist ordered an assort- LECTRNC TURNTABLES laden sa8 th ca. 


ment of Gillette products, at the regular a, b gyre re 
: —_ “a9 $ 
price of $29.84, he received the G\V-49 mer- nite inti ob 
chandiser tree. fects while table 
' mae turns . . . Ceilin 
Despite the fact that competitive brands | pes ochareuel 
were shown in the merchandiser along with | units available too, 
the Gillette blades, the fellowing sales in- | ; - we 6 see 
' wegen E het alien | build-up fixtures. We also produce midget frac- 
creases resulted: The GV-49 merchandiser | tional H.P. electric motors, electric barbecue 
_ oe eae: bis OE a re turners, etc. 24 hour delivery from stock! See 
resulted in a 64.8 per cent increase in total | eur teset tebber er wile es fer complete 
blade sales when installed as a first-counter | catalog! 


salesman, and a 38.1 per cent increase in | KASSON DIE & MOTOR CORP. J Integrity 


total blade sales when it replaced the old | Formerly General Die & Stamping Co. Since 


style dispenser. Dept. O, 32-14 Northern Bivd. 1919 | 1196 Merchandise Mart 


Long Island City 1, New York 


Neilson reports proved that, over a two- | | Chicago 54, Iilinois 


vear period, test store blade sales increased 























41 per cent in independent drug stores, and 
increased 57 per cent in chain drug stores USE THE 
when a GV-49 was put in use: and when | ARTIFICIAL FLOWERS AND 
the GV-49 merchandiser was not in use, | O P P O R T U N I T Y DECORATIVES 


sales actually decreased 25 per cent. | for Show-window and interior displays. Best quality at 

aes . , E xX & H A N G E the lowest prices. From the manufacturer direct to 
Some 75,000) merchandisers were = dis- | the displayman. 

tributed in the initial promotion, and 150,000 | | For any WANT AD purpose: | WRITE FOR CATALOG. NO JOBBERS, PLEASE! 


were distributed later. Today, 68 per cent , 

ot all drug stores have GV-49 counter mer- POSITION WANTED ists aoe Gea ee Colo. 

chandisers. That the druggist likes the dis- | POSITION VACANT 

play is evidenced by the fact that when a | USED —— 

store 1s to receive a new GV-49 merchan- | | 

diser, most druggists will not give up their | REPRESENTATIVES WANTED _ Yucea Poles, Cholla, Red & Black 

present merchandiser until the new G\V-49 | ° Manzanita, Sandblasted Manzanita & 

. teil _Grape Stumps, Selected Driftwood 
This is concrete proot of how point-ot- | $4.00 Per Column Inch We Procure Our Own Materials 

purchase display completes the cycle of the | CASH WITH ORDER | Russel Morris of California 

sale. | | 990 S. Live Oak Fontana, Calif. 
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FOR SALE 
Christmas Biblical 
Figures 
Executed by Resident Display, 
New York. 


Human 


Consists of 7 
Figures and 13 An1- 
mals. May be seen “in setting” 
during December 1954. 


Edward C. Minas Co. 


Hammond, Ind. 
H. Nelson, Display Director 


WE ARE ASKING 
For a listing of additional 
UNUSED PROPS 


department We 


with GOOD 
props which are no longer used by your 


display departments 
have created a market for used props with 
original value of $50.00 to $50,000.00 for all seasons. Our active 
mailing list covering U. S. and Canada has demand for addi- 
tional listings. We would like to include your used props on 


For detailed information write 


DISPLAY EXCHANGE 


7780 WHIPPLE STREET DETROIT 13, MICH. 


our matling |1st. 
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Display Manager Position Wanted 
—Married, age 31. Experience high 
fashioned women’s shop and dept 
store. Creative designing and pr 
motional ability. Pictures on re- 
quest. Good reterences. Will relc- 
cate Midwest or Eastern states 
Address BOX 11CD 
Care of DISPLAY WORLD 











FOR HIRE 
Display Production Or Plant 
Manager Available 


College graduate with 15 
perience in 


years ex 
2 and - tA ' 

display field including 
wood, metal and plastic fabrication 
and assembly for point of purchase 
displays, mounting and finishing, 
and die cutting. Br ; 
of moeterials, 


cesses 


knowledge 
machinery and pro- 
Strong background in de- 
sign and development, estimating. 
purchasiiug methods and general 
business management. Will relocate. 


\ddress Box 12EF 
Care of DISPLAY WORLD 


REPRESENTATION WANTED 


Young, growing, aggressive manufacturing company of 
Flocked Display Materials, Florist Supplies and Display Units 
wants representation in all sections of the USA and Foreign 
Territories. Our line cannot be surpassed for quality or price. 
No objection to non-conflicting lines carried. We offer TOP 
COMMISSION. Write, stating territory covered, experience 
and all pertinent information. Applicant must be experienced in 
calling on display material houses, display managers ot depart- 
ment stores, etc. All replies confidential. 


Address BOX 12BC 


Care of DISPLAY WORLD 


SCULPTOR 
WANTED 


Sculptor with experience 
in the manikin field, with 
ability to sketch preferred. 
Steady position, good op- 
Write 


full particulars. 


portunity. stating 


WOLF & VINE, INC. 


225 S. Los Angeles St. 
Los Angeles 12, Calif. 














POSITION WANTED 
by talented woman 35 years of age. 
10 years experience all phases of 
display. Very capable. Prefer de 
partment store in East. Photo on 
request. 


Address BOX 12AB 
Care of DISPLAY WORLD 








FOR SALE — PRINTASIGN — Model HA 


Includes stand with light. 


Purchased in 1951, and in good condition. 


Complete with 6 alphabets and 3 sizes of numerals. 


Address BOX 12MN, Care of DISPLAY WORLD 








CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration tor over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bldg., 3710-1 WN. Cicero 
Ave., Chicago 40, Ill. 











Salesman Wanted 


National concern wants alert sales- 
men tor new fast selling line of 
racks for men’s, ladies and chil- 


dren’s wearing apparel to cover 
Washington State, Oregon, Mon- 
tana, Idaho, Wyoming, North and 
South Dakota, Nebraska, Kansas. 
Arizona, New Mexico, Maine, New 
Hampshire, Vermont. High com 
missions. Write stating qualifica- 
tions and lines now carried. 


Address Box 8AB 


Care of DISPLAY WORLD 


DISPLAYMAN WANTED 


Large midwestern concern with two high quality men’s and 
boy's stores desires top displayman. Man must have ability to 
trim highest style fashion windows for good merchandise. Must 
have knowledge of design, planning and color coordination. Man 
will plan and take complete charge of entire display department 
for both stores. Only interested in person with top ability and 
knowledge of display. Send full and complete details in first 
letter with salary expected. 


Address BOX 12FG 


Care of DISPLAY WORLD 





CLOSE OUT SALE 
ANTIQUE POSTERS 


Original collection printed about 
1880. Contains 60 assorted subjects 
including CIRCUS - DRAMATIC - 
COW BOY-GIBSON GIRL 

Size approximately 28” x 42” both 
horizontal and vertical sheets. Full 
color. 


Specially priced at $2.00 per poster 
Send tor complete descriptive list. 


let us send you a sample 
assortment. 


MARVIN GRANT ASSOCIATES 
9608 Olympic Boulevard 
Bevery Hills, Calif. 














Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 








THE SQUEEZE IS ON! 


With tighter display budgets; Now, more than ever before, the 
DO-IT-YOURSELF movement is spreading over the entire dis- 
play industry! Budgets are low and payrolls are high, so dis- 
play staffs MUST be kept busy! Today’s Display Manager 1s 
buying the “makings,” those functional low-cost items from 
which he creates the expensive-looking custom crafted pieces 
that have long been associated with only the finest of display 
houses. Smart salesmen are recognizing this trend, and are sell- 
ing the line that opens every door to them! These are the items 
which we specialize in. Write outlining territory or contact us at 
the NADI show. 


DUPLEX DISPLAY & MFG. CO. 
916 Arch Street 


Philadelphia 7, Penna. 








SALESMAN 
WANTED 


to cover Kansas, Oklahoma 
and Missouri selling our job- 
bing lines of fixtures, manne- 
quins, flowers, etc. Generous 
commission. 


Harvey J. Maxwell 
Company 


913 Main Street 
Kansas City, Mo. 








102 DISPLAY WORLD 








Sales Representative 


Experienced top man de- 
sires change and is looking 
for leading flower or novy- 
elty line for Southern Ter- 


ritory. 


Address Box 12IJ 


DISPLAY WORLD 


Care ot 











FOR SALE 
A JOBBER’S DISPLAY COMPANY 
in a large Midwestern city. 


city well established. Large new inventory. 
Active company with a good reputation. 


Territory and 


Address BOX 12CD 
Care of DISPLAY WORLD 








WANTED—Sideline Salesmen 


Willing to carry samples better 
type foliage. All territories open 
except Southeast states. Established 
firm. 


Address Box 12KL 
Care of DISPLAY WORLD 











SALESMAN 


Southeast territory open _ for 
exclusive representation. A 
comprehensive, entirely differ- 
ent, unusual display line for 
department stores and the bet- 
ter store. No objection to non- 
conflicting line carried. 


Address Box 12GH 


DISPLAY WORLD 


Care oft 





“ORDER TAKERS” 


Nationally known distributor of Display Fabrics, Flowers, 
Fixtures and Novelties requires additional Resident and 
Travelling Representatives, one for each state. Top Com- 
missions. No objection to non-conflicting lines. Write fully 
stating territory coverage, experience, etc. Must be well 
acquainted with Display Managers. 


Address BOX 12K 


Care of DISPLAY WORLD 


Model CSS 
PRINTASIGN 


FOR SALE 


In good condition. 
Includes .. . 


Futura Italic type 
case and word type 
case. 


Address Box 12LM 


Care of 
DISPLAY WORLD 











K-9A CUTAWL with case For Sale. 
Excellent condition. Used very Iht- 
tle. $50.00. Check or money order 
to— 


EVANS SIGN SERVICE 


1721 Simpson Avenue 
Aberdeen, Washington 




















SALESMEN 
WANTED 


Salesmen wanted to carry 


quality foliage line. Various 
territories open. Liberal com- 


missions. 


Address Box 12ST 


Care of DISPLAY WORLD 





Nationally Known and Represented Display House Has Opening 
for Well Introduced 


SALESMAN 


in various territories. No objection to one non-conflicting 


line. Drawing against commission. Give all details in 


first letter. All replies treated in strict confidence. 


Address BOX 12NO 


Care of DISPLAY WORLD 


21 mirrored 


Are You Having A 
75th Anniversary ? 


FOR SALE 


diamonds, full 
round. half round. Will send 
photos 


Paul E. Carbaugh 


Display Director 


BLOCK & KUHL COMPANY 
Peoria, Illinois 























SALESMEN WANTED 
To carry fine line of Artificial 
Foliage, Original Reed Items, and 
Novelties. Resident salesmen pre- 
ferred. Liberal commission arrange- 
ment. 


Address Box FW 
Care of DISPLAY WORLD 


NEW LINES WANTED 


One of the foremost distributors of displays and fixtures in 
Maryland, Virginia, and North Carolina is interested in procur- 
ing new lines of plastic, wrought iron, wood, and metal display 
fixtures. Also mannequins, men’s, women’s, and children: forms, 
fabrics, papers, flowers and display props and novelties. Please 
submit photos and our cost or distributor's discount. We are 
adding new salesmen in this area and can guarantee considerable 
volume. Your prompt response will be appreciated as we are 
anxious to get all new lines together before the first of the year. 


Address BOX 12RS 


Care of DISPLAY WORLD 


FOR SALE—14 Dress and Coat 
Forms. Full round, Complete with 
Chrceme_ Stands. Completely  re- 
finished like new at 100% of original 


cost. $9.75 each. Photos on request. 
HERZBERG-ROBBINS, INC. 
457 West Broadway 
GRamercy 7 7300 
New York City 12 














WANTED 
DISPLAY MAN 


And Combination Show Card 
Writer 

With proven creative ability 
for progressive department 
store in Central Virginia. Ex- 
cellent opportunity. Good sal- 
ary and living conditions. State 
full qualifications and age in 
first letter. 


Address Box 12PQ 


Care of DISPLAY WORLD 











20 Years Experience and Practical Know-How 
Display Manager and store planner, past ten years with large 
chain of dept. stores. In charge of display and construction and 
installation of fixtures for their new stores and remodeling of 
old stores. Wishes to leave the road and settle down and become 
part of nice community. Can handle both window and store in- 
terior displays; my sole definition of a GOOD display is one that 
will SELL. Ideal connection would be store wishing to remodel 
at MINIMUM COST; can draw plans, do a professional job of 
departmental merchandising, and build and install fixtures using 
local labor; can prove the saving. Familiar with all sources for 
fixtures that must be bought. 


Address BOX 12DE, care of DISPLAY WORLD 


SALESMEN 


Midwest, Southwest & South- 
east territory open for exclu- 
sive representation. One of 
the top lines in display. No- 
thing like it in the field. Pro- 
tected territories, top commis- 
sions paid. We will be show- 
ing at the December N.A.D.LI. 
Display Show. 


Address Box 12HI 


DISPLAY WORLD 


( ‘are ot 














USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD 
purpose 
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Sweater Week Contest 

Winners Announced 

the display contest held in 
with National Sweater Week 
have been made known by the sponsoring 
organization, the Knitted Outerwear Foun- 
dation 


Winners of 
conjunction 


The Fair, Chicago, was first prize winner; 
Reed Schlademan is display director. Second 
and third went to Johnnie Walker's, Mil- 
waukee, and Hartzell’s, Youngstown, Ohio, 
respectively. Prizes were a $250 U. S. Sav- 
ings bond tor first, one for $100 as second 
award, and $50 for third 

Judges were Milton H 
Redfield & Johnstone, Ing 
manager of the 

National 
Howard P 
Promotion 
Brandwein, 


Raymond, Dowd, 
Irving Eldredge, 
Visual Merchan- 
Retail Dry 
Abrahams, 


assistant 


dising (Group, (soods 
Asso lation: 
ager, Sales 
Fkdward A. 
(JQuterwear 


retary ; 


man- 
Division, NRDGA: 

National Knitted 
Association administrative 
Henry Munson, director of publicity 
The Wool Bureau, and Irving | 
manager, Knitted Outerwear 
Times; all are of New York City 


Ssec- 


Silverman, 
hbusimess 


Floor Cases Show 
Ronson Products 

\ new 
purchase 
| 


program which enables dealers to 
two floor showcases at half price 
introduced by Ronson Corpora- 
Newark. Details of the larger case 
are: tront and floor in selected solid birch 


wood with a natural blond finish: standard 


lds bye eth 
tion, 


counter height (40 inches) and counter 
depth (22 inches), 48 inches across: fluo- 
rescent light; dignified plastic name panel 
with brilliantly illuminated lettering to iden- 
tify the unit as the store's Ronson depart- 
ment: recessed linoleum base in ebony fin- 
ish: hinged and sliding door combination 
in the rear to give separate access to the 
display section and storage area; mirrored 
back on both hinged and sliding doors to 
double visual impact and intensify lighting; 
display trays easily removable for 
counter presentation, and are compartmented 


are 
in rich beige-colored tabric. 


John Fisher Joins 
Stensgaard & Associates 

John M. Fisher has joined W. L. 
gaard & Associates, Inc., and will “ive 
charge of the New York City staff of the 
(Chicago firm’s organization. For many years 
he was vice-president and sales manager of 
the Spool Cotton Company. He eX- 
cellent knowledge of small wares, merchan- 
dising, distribution, and has a wide expert- 
ence in market analysis. 

Fisher is a graduate of Harvard Business 
School. His very early experience many 
years ago was with Du Pont in market re- 
search, training of managers, and setting up 
systems associated with the cellophane dis- 
tribution program. 

The Eastern division of Stensgaard 1s in 
the charge of Dane Hahn, a vice-president 
of the firm, with headquarters in New York 
City 


has 


Revolving Displayer 
Invites Inspection 

“Sitting Pretties” briefs by Luxite Divi- 
sion of The Holeproof Hosiery Company, 
Milwaukee, are being attractively displayed 
and sold in a “Lazy Susan” revolving dis- 
play unit created for Luxite by Stanley J. 
Brown & Co., of the same city. The unit 
holds a total of six dozen packages in an 
upright position so that they not only at- 
tract the eye of the customer but are easy 
to pick up. Because the two trays revolve 
easily on the center post, they invite the 
customer to turn them; the natural next 
step is then to pick up a package and ex- 
amine the product. 





Display Contest Planned 
For National Crochet Week 

A total of $1,500 in cash prizes will be 
offered for the best displays used by retail 
stores in connection with National Crochet 
Week, which will be held January 22-29. 

Entry is by an 8- by 10-inch photograph 
of the display, to be sent to the National 
Needlecraft Bureau, 430 Park avenue, New 
York City 22, not later than February 12. 
Five dollars will be paid by the Bureau for 
each different window display submitted, to 
defray the cost of each negative. Free dis- 
play material to help enhance the appear- 
ance of window and departmental displays 
has been prepared for retailers, and may be 
obtained by writing the Bureau at the ad- 
dress given above. 
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Maharam Fabrics Corp. 
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whatever you have to display 


for 


you'll display it better with genuine 
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to identify its products. 


WRITE NOW for complete descriptive literature in- 
cluding prices . . . and the name of your nearest 
distributor. 


copyright 1953 Be Be BUTLER MFG. CO., INC., 3150 Randolph St., Bellwood, Illinois 


When in New York visit P.B. of New York, Inc., 11 W. 42nd St., New York City 36. Subsidiary of B. B. Butler Mfg. Co., Inc. 
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The old world meets the new display world with 


Korrect-Way’s modern fixtures—the newest flair in 








attractive displays. 


Featuring an all inclusive line of accessory fixtures 


and garment racks, made of all metal, luxurious Brass plate. 





























a new series of a 
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HIGH FASHION MANNEQUINS 








to display the very latest Paris 





fashions in the newest appealing way. 
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AMERICAN FIXTURE AND MANUFACTURING CO., 2300 LOCUST STREET, ST. LOUIS 3, MO. 





FACTORY SHOWROOMS: 1! WEST 42ND STREET, NEW YORK, N. Y. — 220 WEST ADAMS STREET, CHICAGO. ILL. 





